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ABSTRACT 
The history of Indian car industry dates as back as 1898 when the first car was seen on Indian 
streets. The de-licensing of auto industry in 1993 opened Indian mari<ets to many companies 
lii<e Daewoo, Telco and Hyundai, to tap the middle and premium end of Indian car industry. 
Competition started among car companies with new model launches. This sub segmentation 
of the small car segment created as a new B segment. The focus of every company was at the 
small car buyer which constituted about 40 million Indian middle class household which is 
reported as growing about 10 percent a year and is expected to grow to 65 million households 
by 2010. Price and value for money being its important considerations and it aspires for a car, 
an important purchase decision but within their means and reach, and the products segmented, 
targeted and positioned towards their needs, by the Indian Car Producers - The Small Cars. 
The three major car makers filling their needs being Maruti Udyog Ltd., Tata Motors and 
Hyundai Motor India Limited (HMIL). 
It is estimated that by 2016, India would emerge as the world's seventh largest car producer 
contributing to the country's GDP from current levels to around 35% and further creating 
additional 25 million jobs as employment oprtunities. 
The Study Marketing Strategies in the Indian Car Industry with a Special Reference to 
Small car segment was defined to assess the competitive marketing scenario in the Indian 
small Car Industry. It proposed to study competition both at the macro level (competitive 
strategies of the firms) and at operational level, marketing strategies employed by small car 
companies for their B segment cars, in this industry. 
Maruti Udyog Limited MUL, Hyundai Motors India Ltd. HMIL, and Tata Motors, who had a 
major share (more than 75%) in the entire market. They having attained the Industry learning 
curve and being important constituents of the industry were analyzed and compared. 
The resulting design for the study, being defined by Porter's '5 Force Industry-Structure' 
model for analyzing the competitive advantage of Indian car industry. The final quest being, 
towards identifying the generic strategy adopted by the firm for differentiating itself in the 
highly competitive market towards gaining competitive advantage for themselves. 
The study aimed at identifying the factors which are important towards affecting a purchase 
decision for a car brand and model. The nature of the research being descriptive cross-
sectional research, aimed at getting the feedback from the intending buyers of Wagon R, 
Santro Xing and Indica. The study was carried out at Aligarh, Jamshedpur, Gurgaon, Pune 
and Chennai during the time period 2006-2007. The final sample consisted of 469 intending 
prospective customers of the three brands of cars selected by judgmental area sampling 
method. 
Suitability of both the consumer and executives questionnaires was ensured, by pre-testing the 
questionnaires on 50 consumers at Aligarh for the first and the regional sales managers and 
car dealers. Intending Buyers were identified as adult males and females planning to purchase 
a new Wagon R / Santro Xing / Indica in the next three to six months. The total number of 
items being nine with one having 2 sub parts (Annexure I). The questions were developed 
based on the primary research objectives, which aimed at identifying important aspects of 
consumer decision making in the Indian Car Industry's most competitive Segment B. Since 
the primary aim was to assess how the consumer choice sets influence car purchase decision-
making, a number of dimensions were determined on the basis of which questions were 
developed. The following two important dimensions have been considered, on whose basis 
the following hypothesis have been developed: 
Perceived image of a car model and specific parameters that were valued by the consumer as 
important determinants for final car purchase were itemised and specific questions were 
developed for measuring them in the questionnaire. 
As it was essential to carry out direct comparison on a one-to-one basis amongst the 3 car 
models under consideration. Hence one question was specifically included on number of 
parameters on the basis of which it was possible to carry out paired comparisons. After data 
collections, consumer questionnaires were scrutinized and analysis was carried out using 
various statistical tests including independent sample -t test and Chi square, Factor analysis, 
correlation regression and also stepwise multiple regression were the statistical tools used for 
analysis. 
To explore the effect of the perceived factors influencing the purchase decision a descriptive 
cross sectional analysis comparing the three car models on a one to one basis for each factor 
was carried out. Null hypotheses were framed for comparing competing car brands on 
marketing strategy parameters and were tested statistically trying to explore the significant 
difference as evident from an intending buyer's perspective. 
Ho: There is no significant difference between perceived image parameters and intending 
car brand selection. 
Ho: There is no significant difference between the means of variable "factors of 
differentiation for brand" compared between B segment car brands, (taking two car 
brands at a time). 
The third set of null hypotheses were designed for identifying the interaction of Marketing 
Mix variables affecting car purchase. 
HQ: There is no significant association between marketing mix considerations (comparing 
two at a time) towards car purchase intention. 
From the primary study it was revealed that for majority of the car purchasers this being the 
first car hence qualifying B segment as an entry level car. Also a majority of the customers 
intended purchasing a Wagon R followed by a nearly equal number of Santro Xing and Tata 
Indica. 
The findings for factor of time, for a car purchase decision, concluded that a majority planned 
to purchase within a month and that they had invested a serious amount of time towards 
information gathering from the different sources. The various source of information gathering 
put car dealers as the most important and vital information source after picking up 
information about the car from mass media sources like Radio, T.V. Newspaper/Magazines, 
car company and auto websites. The role of friends and relatives who had made a car 
purchase recently, was very valued towards deciding upon car selection. 
The Indian car customer ranked comfortability, fuel efficiency and safety as three important 
parameters towards brand selection. The car which wars comfortable to ride as wells to drive 
was an important factor for a car buyer. Since Indian customer is a very discerning buyer and 
is highly cost conscious, the best fuel efficiency offered translated the car as the highest value 
offering. Safety, being the paramount concern for the customer and his/ her family as the next 
parameter. 
The outcomes of the Chi square test confirmed the significant association between factors 
which formed important purchase intention for a car brand. The dependent nature of the 
parameters that the customer considers as important for final car brand selection, also implies 
that Indian customer is interested in these three factors as vital for deciding on a car but the 
bundle of offering which go beyond the shortlisted car parameters and offered by car brands 
would only be value adding to customer delight in brand offering. 
With significance value towards a brand offering comfortable ride, cabin space fuel efficiency 
and safety car manufacturers must integrate the following features their car design which acts 
as a brand differentiator. 
The outcome of the hypotheses framed towards proposing significant association between the 
twelve factors and purchase intention for a car brand concluded manoeuvrability not as a 
3 
significant parameter for brand selection. But cabin space accounted for a significant factor 
for brand selection. The comfortable to ride, safety and fuel efficiency parameters for 
intending car brand selection was significant factor for differentiating between brands. It 
being concluded that big cars were synonymous with comfort, so the small car buyer looks 
for comfort, safety and fuel efficiency as a differentiating factor if offered in a small car. 
After sales service although an important consideration towards car purchase did not appear 
as a differentiating factor towards intending brand selection, nether did high technolo^, 
company image nor environment friendly as a brand differentiating parameter towards 
intending car brand selection. 
The next set of questions probed intending brand decision by evaluating comparative 
strengths and weaknesses between car brands. A paired comparison, using independent t test, 
between the three cars, comparing two at a time, was done with respect to separating 
significant means from insignificant means of differences towards their selection criteria. The 
selection criteria were a list of marketing mix and image factors comprised of 11 statements 
and each brand was cross evaluated by respondents for each factor. A 5 point Likert scale (1-
5) (very poor to very good) was applied towards rating the responses for each brand of car. 
The results of the hypotheses comparing Wagon R and Indica, indicated that there existed 
significant difference between the means of variable "popularity" and " high technology" for 
the two car brands as the null hypothesis were rejected while for variables like "easy to 
drive", " easy to maintain", " sophisticated", " attractive styling", "spacious", "fuel 
efficiency", "value for money", "environment friendly" and " sporty" variables the null 
hypothesis "failed to rejecf indicating a non significant difference between the means of 
these variables towards selecting either Wagon R or Indica. 
The results of the hypotheses comparing Santro and Indica, indicated that there existed 
significant difference between the means of variable "easy to drive", " easy to maintain"," 
sophisticated", " attractive styling", "spacious" and "sporty" for the two car brands as the null 
hypothesis were rejected while for variables like "popularity", "fliel efficiency", "value for 
money", "environment friendly" and " high technology" variables the null hypothesis "failed 
to reject" indicating a non significant difference between the means of these variables towards 
selecting either Santro or Indica. 
The results of the hypotheses comparing Wagon R and Santro, indicated that there existed 
significant difference between the means of variable " easy to maintain", "popularity", "fuel 
efficiency", "value for money", "sporty" and "high technology" for the two car brands as die 
null hypothesis were rejected while for variables like "easy to drive", " sophisticated", " 
attractive styling", "spacious" "environment friendly" variables the null hypothesis "failed to 
reject" indicating a non significant difference between the means of these variables towards 
selecting either Wagon R or Santro. 
It was found that since car purchase involved a large investment, bank or Car Company 
financing qualified as the most important source of car finance. The study identifies the major 
predictor variables affecting the small car purchase decision as the four factors extracted by 
Factor Analysis worked out to be the Marketing Mix strategy variables of Product, Place, 
Price and Promotion. 
Correlation analysis revealed significant correlations existing between the Marketing Mix 
variables and consumer's Car Purchase Intention. Also the significant roles these variables 
played in interacting with each other in shaping a customers car purchase intention was 
observed. Indicating that Price, Place and promotion consideration having a significant 
positive impact on the car brand towards car purchase intention. 
Also a significant association between Price and Promotion consideration towards car 
purchase intention was observed in the study. Hence the importance of place and promotion 
consideration is strongly correlated towards car purchase intention. 
The result of the stepwise multiple regression analysis gave the significant predictors 
affecting the intending purchase decision for a specific car brand as Place being at number 
one and having the highest effect towards intending car purchase decision among the other 
marketing mix variables. The Effect of Place i.e., Dealer's importance was found highest 
towards influencing the intending car purchase decision taken by an intending purchaser of 
small car while selecting any of the car in the B category irrespective of the brand. 
Promotion being the second important marketing mix element which is the communication 
for the consumer towards his purchase intention. Also the association between Place and 
Promotion being highly significant was observed from the findings of the study. 
Wagon R needed to upgrade on its image, it had deficient in "Sporty" image with respect to 
Santro Xing which appealed to the youth. As Wagon R was trying to position as an entry 
level car for the youth and young working class professionals, it should develop a Sporty 
image to its product offering. 
The car should also try to differentiate itself on "High Technology" it lost to Santro Xing and 
also to Indica V2 XETA on this parameter too translating to car buyers to opt for two "higher 
technology" car available as a competing brands within the B segment. 
Wagon R also was also found less "Popular" in comparison to Indica . Indica needed to 
position itself as an "easy to drive" as it lags behind Santro and also on the parameter "easier 
to maintain" compared to Santro. 
Indica's image was observed having a lower rank than Santro for the differentiating 
parameters of "Styling', "Sophisticated" and " Sporty" which is an image a young executive 
would look for in his entry level car. 
Santro being favourably positioned in the B segment of small cars and was above Indica on 
all the observed differentiating parameters but was found deficient in comparison to Wagon 
R. While it was found that Wagon R was more "easy to maintain", "fuel efficiency" and " 
high technology", an important concern for the product engineering division, quality control 
department and Hyundai's Dealer service network, all over the country. Hyundai Motors need 
to look at the improvements in it its Product strategy to bridge the gap with Wagon R on these 
differentiating parameters. 
Santro was also less on the "popularity", "value for money" and "sporty" image parameters 
compared to Wagon R. 
Moving from Brand related strategy upwards to marketing related Strategy, a general 
-ecommendation offered to all the small car manufacturing companies, that the most 
important marketing mix element which had the highest effect in shaping any customers 
intending car purchase decision was Place followed by Promotion. 
Qualitative approach is used to study the second part of the study, exploring marketing 
strategy followed by small car manufacturers and competitive positioning within small car 
industry. 
As all competing business employed a strategy to select a mix of market resources. 
Formulating such competitive strategies fundamentally involved recognizing relationship 
between elements of marketing mix (e.g., price, place, promotion and product quality), as 
well as assessing competitive and market conditions (i.e., industry structure). Marketing 
positioning thus aimed at creating and sustaining competitive advantages. It offered a 
competitive edge over ones rival in marketplace in cost, differentiation, and / or outcomes that 
result from these positional strategies. Price positioning indicating offering same products as 
the competition but at a lower price. Similar is quality and service positioning too. A 
combination of price and quality/ service level can be crucial to financial performance. 
In the second part of the study we explore the marketing strategies which are followed by the 
three car manufacturers and try to understand their competitive positions within the Indian 
Car industry. Since the second part of the research tries to gain a deeper understanding of 
small car segment of the Indian car industry, and its questions are about basic issues of 
industry like CSFs, driving forces, marketing mix and generic strategies and not numerical 
and statistical issues, hence a qualitative approach was chosen for its analysis. 
Face-to-face and telephone interviews with judgmental sampling was used to explore the 
marketing strategy followed by the 3 major small car manufacturers viz. Maruti, Hyundai and 
Tata. A systematic sampling of the top executives who were responsible towards taking part 
in shaping strategic decisions for the organizations at the three car manufacturers was done. 
Extracted research questions to be answered 
1. External Analysis 
Qi 
Q3. 
Q6. 
2.1nternal Analysis 
Q2. 
Q5. 
Q6. 
3. Setting strategic Direction 
QI. 
Q3. 
Research Questions 
What are the Small Car market's dominant economic 
features? 
What are the major driving forces of the Small Car 
segment in the Indian Car Industry? 
What are the Critical Success Factors of Small Car 
segment in Indian Car Industry? 
What performance measures can be used for evaluating 
the results of the Small Car manufacturing company? 
What are the different Marketing Mix strategies for a 
small car company? 
What is the relative position of company due Marketing 
Mix strategies, against its rivals? 
What are typical strategies which work well in the small 
car industry? 
What are the opportunities for vertical integration in car 
industry? 
The Car industry's six major Driving forces as extracted out of experts opinion being, growth 
in Indian middle class, introduction of small car segment, government policy, role of 
technology and indigenization, infrastructure development, environmental concerns, and the 
Critical Success Factors being Suppliers, Manufacturing, Management Skills, Distribution 
and Marketing. To assess the relative importance of the critical success factors each items 
weighs were calculated. Suppliers had a weight of 0.32, followed by Manufacturing with 
0.24. Third CSF was Management Skills with a weight of 0.17 followed by Distribution with 
0.15 and Marketing with a weight of 0.12. 
Marketing strategies, for B Segment small cars from the three car producers were also asked. 
The questions gave their Marketing Mix strategies. 
Finally moving to Competitive Strategy at the Industry level it was recommended that all the 
competing car companies should opt for the Low Cost Differentiation Strategy as the Generic 
Marketing Strategy for Small Car Segment in the present status of Indian Car Industry 
scenario. 
By 2014 Indian economic scenario, extrapolating the present trajectoiy forecast a GDP 
growth of 6.6 % to 7% with inflation under control at 4.2%. A growth in the car industry 
achieving in producing about 2 million with a CAGR (Compounded Annual Growth Rate) 
of 11%. With a vehicle density of 50 PA' (people per vehicle). India shall achieve Mass 
motorization by 2014. 
The result is Porter's five force framework with a few modifications showing a perfect static 
picture of the Indian car industry. The factors which change the competition structure are 
called Driving Forces. Six Driving Forces were identified by experts' consensus. Their effects 
have been identified on the competitive environment. Adding them to competitive and 
industry analysis framework. 
The value chain was found to differ mostly by its primary activities as well as supportive 
ones. Since car being a technology driven product with constant wear and tear during its use, 
after sales services being as meaningful for the product as its initial designing and assembly 
or production. This gave the dealer network and service agencies as importance as 
engineering and production department or marketing departments. The very satisfaction 
towards service being a reason at times for a car brand being selected by an intending buyer. 
Overall low cost leadership should be followed. While one company stated as Broad 
Differentiation. Meaning that this strategy is a powerful strategy approach in markets with 
many price-sensitive buyers especially in the B segment of small cars. 
The analysis of the findings for this question was assimilated as Product strategy, Place 
strategy. Price strategy and Promotion strategy under individual Car Company. The objective 
of the study being to find the most optimum way in which car manufacturers positioned their 
cars and services in the minds of the customers, towards influencing them. 
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Chapter-1 
INDIAN CAR INDUSTRY 
. m 
Chapter 1 
Indian Car Industry 
Chapter Outline 
This chapter is divided into six parts, the first part details the development in the 
Indian Car Industry and its evolving stmcture from Pre 1983 till the current stage of 
timeline, the second part discusses the Indian Economic Environment with the major 
growth drivers and challenges. The third part details the role of Small Car segment as 
a major Key Player in the Indian Car Industry detailing the major car companies along 
with the new entrants to it. The fourth part discusses the competition in the Small car 
industry defining the Problem of the Study. The last part of the chapter discusses the 
chapter schema of the entire thesis clearly establishing the flow and progression from 
one chapter to the next. 
1.1 Indian Car Industry 
History 
Pre 1983 
The history of Indian car industry dates as back as 1898 when the first car was seen 
on the streets of India. In pre-independence era cars were freely imported to satisfy 
the demand of the British 'sahebs' or the affluent few Indians. The first Indian car was 
made by Premier Automobiles Ltd. (PAL) in 1946 when it started assembling Dodge 
and Plymouth models. In 1949, Hindustan Motors (HM) of G.D. Birla made its first 
car that was to become the Ambassador. Till 1983 only two Indian cars were seen on 
the road viz. Fiat from PAL and Ambassador by HM. That was because the Indian 
government wanted to develop an indigenous automobile industry, for which it 
decided to keep out marketers that didn't have a local factory and kept local 
manufacturers 'protected' from foreign competition. Ford, General Motors and others 
left the country in 1954. In two decades from 1960-1980 the demand for cars 
increased from 15,714 to 30,989 (SIAM Data, accessed May 4, 2006) at a 
compounded growth rate of just 3.5% per annum. This duopoly continued till 1983 
when Government decided to venture in the car business, with a 74 % stake in Maruti 
Udyog Ltd. (MUL), a joint venture (JV) with Suzuki Motors of Japan. 
1983-2003 
MUL introduced 'Maruti 800' in 1983 providing a complete facelift to the Indian car 
industry. The car was launched as a "people's car" with a price tag of Rs. 40,000. This 
changed the industry's profile dramatically. Maruti 800 was well accepted by middle-
income families in the country and its sales increased from 1,200 units in 1984 to 
more than 200,000 units in 1999 (Business Standard, Feb-March 1999, p.20). 
MUL extended its product range to include vans, multi-utility vehicles (MUVs) and 
mid-sized cars. The company, single handedly drove the sales of cars in India from 
45,000 cars in 1984 to 409,624 cars by 1999, around 83.1% market share. (Auto 
India, April 2000, p.78). The de-licensing of auto industry in 1993 opened Indian 
markets for international automakers to tap the large population base of about 950mn 
people. Many companies entered the car manufacturing sector, to tap the middle and 
premium end of Indian car industry. The new entrants were Daewoo (Matiz), Telco 
(Indica) and Hyundai (Santro) in upper end segment of economy car market. This 
competition declined the market share of MUL to 57.6% in fiscal 2001, 58.6% in 
2002 and 54.6% in fiscal 2003 primarily due to a gain of market share by three 
models launched by competitors in the rapidly growing upper economy car segment. 
Countering this MUL launched two new models Maruti Wagon R and Maruti Alto in 
the same segment gaining the market share to 58.6% in fiscal 2002 (Business India, 
Dec 23, 2002-Jan 5, 2003, p. 106). This sub segmentation of the small car segment 
created as a new segment, the B segment, where competition further intensified 
among car producers with launch of new models supplemented with marketing 
strategies to get a larger pie of the market share. MUL managed to increase its market 
share in B segment from 31.3% in fiscal 2000 to 36.9% in 2001, 40.3% in 2002 and 
38.6% in fiscal year 2003 (MUL Annual Report 2004-2005). The present study shall 
concentrate on the time frame from 2003 onwards, where it shall try to explore the 
competitive strategies and the marketing strategies followed by the car companies, 
reflecting upon the changes that have taken place and their impacts on the hidian car 
industry. 
Post 2003 
1.2 Industry Structure 
The Indian Car Industry post 2003 had a very wide segmentation base with a broad 
spectrum of demand ranging from the middle class, about 40 million "Aspiring India" 
to affluent class about 8 million, "Global India". The supply side dovetailed offering a 
wide range of models and variants ranging from "Mini", "Compact", "Mid sized", 
"Executive Premium" to "Luxury" cars trying to match the demand. 
The study aims to focus our attention to an important segment, 'The Small Car 
Segment' within this section, of Indian car consumers the "Aspiring India" about 40 
million Indian middle class household. This consumer group is reported as growing 
about 10 percent a year and is expected to grow to 65 million households by 2010. 
(Bharadwaj et. al, 2005) Price and value for money are important considerations for 
this segment of Indian consumer, and it aspires for a car, an important purchase 
decision but within their means and reach , and the products segmented, targeted and 
positioned towards their needs, by the Indian Car Producers - The Small Cars. 
The automobile industry classification of the Indian Cars is as follows: 
1.2.1 Price-based classiflcation 
The Indian car industry classification, based on the price of the car. 
Segment A- Cars priced lower than Rs. 3,00,000 (3 Lakhs) 
Segment B - Cars priced between Rs. 3,00,000 (3 Lakhs) and Rs. 5,00,000 ( 5 Lakhs) 
Segment C-Cars priced between Rs. 5,00,000 (5 Lakhs) and Rs. 10,00,000 (10 Lakhs) 
Segment D-Cars priced between Rs. 10,00,000 (10 Lakhs) and Rs. 25,00,000 (25 Lakhs) 
Segment E - Cars priced above Rs. 25,00,000 ( 25 Lakhs) 
1.2.2 Length-based classification 
In April 2000, Society for Indian Automobile Manufacturers (SIAM) introduced a 
new segmentation of cars on the basis of the length of the cars, in order to establish a 
uniform industry standard. The new segmentation of passenger cars was designated as 
Segment Al (Mini)- cars having a length up to 3,400mm 
Segment A2 (Compact) - cars having a length of 3,401 -4,000 mm 
Segment A3 (Mid-sized) - cars having a length of 4,001 -4,500 mm 
Segment A4 (Executive) - cars having a length of 4,501 -4,700 mm 
Segment A5 (Premium) - cars having a length of 4,701 -5,000 mm 
Segment A6 (Luxury) - cars having a length of more than 5,000 mm 
The classification of models of small cars in the Indian car industry in accordance 
with the length based classification and price based classification being presented in 
the table below: 
Table 1: Length and Price based classification of small cars in Indian car industry 
Manufacturer 
Daewoo Motors 
India Ltd. 
Fiat India 
Automobiles 
Pvt. Ltd 
General Motors 
India Ltd. 
Hyundai Motors 
Company Ltd. 
Maruti Udyog 
Ltd 
Name of the 
Model 
Matiz 
Fiat Palio 
Fiat Uno 
Corsa SAIL 
Chevrolet 
Spark 
Santro / Xing 
Maruti 800 
Maruti Star 
Segment as per 
length based 
classification 
A2: (Compact) 
A2; (Compact) 
A2: (Compact) 
A2: (Compact) 
Al:(Mini) 
A2: (Compact) 
Al:(Mini) 
Al:(Mini) 
Segment as per 
price based 
Classification 
B 
B 
B 
B 
B 
B 
A 
A 
Present Status 
Discontinued 
Discontinued 
Discontinued 
Discontinued 
Introduced in 2008 
Present 
Present 
Introduced in 2009 
Tata Motors 
Maruti Ritz 
Maruti Alto 
Wagon R 
Zen/ Estillo 
Indica / Xeta 
A2: (Compact) 
A2:(Compact) 
A2 :(Compact) 
A2: (Compact) 
A2: (Compact) 
B 
B 
B 
B 
B 
Introduced in 2009 
Present 
Present 
Present 
Present 
Figure 1. Passenger Vehicle Industry- Segment Distribution 
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Source: Centre for Monitoring Indian Economy, Mumbai: Passenger Vehicle Industry: Segment 
Distribution and Projection: Dec 2008, p.353 
1.2.3 Indian Economic Environment 
India with its rapidly growing middle class (450 million in 2007 as per NCAER 
Report), market oriented stable economy, availability of trained manpower at 
competitive cost, fairly well-developed credit and financing facilities and local 
availability of almost all the raw materials at a competitive cost has emerged as one of 
the favourite investment destinations for the automotive manufacturers. These 
advantages need to be leveraged in a manner to attain the twin objective of ensuring 
availabihty of best quaHty product at lowest cost to the consumers on the one hand 
and developing and assimilating the latest technology in the industry on the other 
hand. The Government too recognized its role as a catalyst and facilitator towards 
encouraging the companies in moving to higher levels of competitive perfonnance. 
The Government as a catalyst for growth in this industry created a wants to policy 
environment for helping companies gain competitive advantage. The government 
policies were aligned to encourage growth, promote domestic competition and 
stimulate innovation. 
1. The Indian Automobile Industry produced 8.5 million vehicles in 
2004-05 amounting to around USD 25 billion. During the financial year 2005-
06, Indian Automobile Industry produced more than 9.7 million vehicles 
amounting to almost USD 28 billion. The growth in production was 15%. 
However, in value terms, the value of the market for passenger cars and CVs 
being higher than the market size for two wheelers (CMIE, Dec 2005). 
2. Sales of passenger cars and utility vehicles have grown at 12% CAGR over 
the last ten years (1996-2006) (Business Today, Oct 22, 2006, p.82). However, 
in 2005-06 the growth rate for the passenger car segment was lower than 8%. 
Sales of passenger cars post 2000 have been driven by increase in the 
number of available models, purchasing power, especially of the Indian 
middle class, easy availability of car finance, favourable government policies 
and growth of used car market. A further reduction in cost of ownership would 
fiiel demand for passenger vehicles. 
1.3 Growth Drivers 
1.3.1 Rising per capita Income 
Rising per capita income and the changing demographic distribution are conducive 
for growth. India having the highest proportion of population below 35 years, 70%, 
(potential buyers), meaning that 130 million people would get added to the working 
population between 2003 and 2009 (Business World, March 24, 2008, p. 17). The 
trends indicating that small and medium cars would remain dominant and a shift 
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towards high end cars is expected at a faster rate. Higher disposable incomes coupled 
with availability of easy finance options has driven the Passenger vehicle segment 
sales. 
1.3.2 Easy availability of car finance 
Availability of car finance, being one of the key factors, played an important role in 
the buying decision of a customer, in the passenger car market in India. Automobile 
finance in the past had been made available through direct selling agent of 
independent financing companies. Since 2002, finance products of select finance 
companies along with the car manufacturer's group companies, itself has been made 
available to the customers, offering them a wide financing option at the car dealer 
outlets. For example, Maruti Countrywide Auto Financial Services Ltd., a joint 
venture among Maruti, Housing Development Finance Company Ltd., and GE Capital 
Services India Ltd., and Citicorp Maruti Finance Ltd (a joint venture between Marufi 
and Citicorp Overseas Investment Corporation Ltd) aggregated the finance products 
and offered uniform financing terms to the customers for purchasing Maruti brand 
cars. Maruti earned a sourcing fee from the finance company. The credit evaluation 
and the loan disbursement were done by the finance companies. 
In February 2003, Maruti entered into an arrangement with State Bank of India (SBI), 
India's largest bank with over 9,000 branches across India (branded "SBI- Maruti 
Finance"). SBI became the preferred financier for customers who purchased Maruti's 
cars. SBI provided finance to Maruti's customers and worked with Maruti and its 
dealers to develop finance packages, conduct promotional activities and generate new 
business. The credit evaluation of the customer and the loan disbursement to the 
customer were left to SBI. Maruti believed the competifive interest rates and SBI's 
extensive branch network would make passenger cars affordable to a greater number 
of customers. 
Maruti's two subsidiaries, Maruti Insurance Brokers Ltd., and Maruti Insurance 
Distribution Services Ltd., had entered into alliances with insurance companies. Since 
May 2002, these companies had been acting as intermediaries, offering products of 
these alliance partners under the brand name "Maruti Insurance". As dealers got 
payments on insurance claims directly fi-om the alliance partners, the customer 
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benefited from a cashless transaction with regard to the repairs or spares that were 
covered by the insurance pohcy. Manati earned sourcing revenues from the insurance 
companies. 
1.3.3 Favourable Government Policy 
1.3.3.1 Recent initiatives of the Government 
Towards boosting growth in this sector, the Government has taken several initiatives. 
Some of them being as follows. 
(i) The Finance Bill 2006 gave a fiirther boost to the Automotive Industry by 
reduction of the excise duty on the small motor vehicles, the reduction in the duty for 
raw material between 5 to 7.5% as compared to the previous level of 10%, and the 
thrust on infrastructure development. 
(ii) As a recommendation by the Department of Heavy Industry, towards lowering 
excise duty on the small cars, extension of deduction on R&D expenditure to the 
automotive sector, increased budgetary allocation for R&D activities in the sector and 
moving towards a lower duty regime have been achieved and steps incorporated to 
further strengthening the capability of the sector. 
(iii) National Automotive Testing and R&D Infrastructure Project (NATRIP): Indian 
Government intervention towards automotive testing and R&D infrastructure in the 
country to deepen manufacturing, encouraging localized R&D, and boosting exports. 
NATRIP aims at facilitating introduction of world-class automotive safety, emission 
and performance standards in India and also to ensure seamless integration of Indian 
automotive industry with the global industry. 
1.3.4 Expansion of Domestic Demand 
In order to facilitate expansion of domestic market, following have been the set of 
initiatives followed by Car Industry and Government: 
1. The Indian car industry aiding the acquisition of tools for faster product design 
and validation (IT, rapid-proto, etc.) for enhancing the capability to create and 
introduce products that being appropriate to the market needs at a quicker pace 
and on a sustainable basis. Support being extended to introduce courses on 
automotive design. Styling centre to be made a part of the National Institute of 
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Design and IITs. 
2. The Indian car industry working towards bridging the gap on product quahty, 
aesthetics, features and performance with world class products. While 
Government aided in establishment of Development Centres for Small and 
Medium Enterprise Suppliers for providing Training and Development, 
Consultancy, Project handling and Business Development Support Services. 
3. The Indian car industry enhancing the cost competitiveness on a continuous 
basis towards developing domestic market. While the Government's role 
examined from time to time appropriate fiscal incentives/ concessions for 
innovation of 'low cost' products that are aimed at consumers at the mass 
market like cost effective small goods carrier, rugged low cost rural vehicle, 
small safe car, low cost two wheeler, etc. 
4. Government aiding car industry in rationalization and simplification of 
taxation and documentation for inter-state and inter-city movement of vehicles 
and goods, 
5. An attempt being made to encourage the introduction of GST by 2010. 
6. Government of India has already set up committees to look into various tax 
proposals and incentives. These committees would look into the elimination 
of embedded taxes/ levies that do not get off-set under VAT. However, it is 
expected that a number of state level taxes will be subsumed in GST 
streamlining tax structure at state level. 
7. In order to boost domestic demand and create volumes for industry, 
government from time to time would be devising suitable fiscal and promotion 
policies to make India a hub for manufacture of small cars. With the view to 
having a coherent and consistent policy dispensation, the definition of small 
cars in the Auto Policy, 2002 (i.e. 3800 mm in length) will be adhered to, 
without any engine capacity specification. 
Government being aware of the potenfial of this sector and fiscal concessions is being 
provided fime to fime in order to give fillip to the car industry. The tax anomalies/ 
problems as regards, inverted duty structures, high input prices, excessive embedded 
taxes and levies are also being currently addressed to by the government. 
1.4 Major Challenges 
1.4.1 Sustaining the growth rate 
There exist a potential for much higher growth in the domestic market due to the fact 
that the current car penetration level in India is just 7 cars per thousand persons. The 
increase in purchasing power at the top echelon of about 300 million people in the 
country, where the per capita income is over USD 1000, implies that passenger car 
growth in the domestic market is on the verge of a major and sustained boom. It is 
expected that the passenger car market which was 1 million in 2003-2004 (Business 
Standard Dec 31, 2005- Jan 01, 2006, p.l 1) could easily cross the 3 million mark by 
2015. This would lead to an increase in the size of the domestic auto-component 
market from the current level of USD 9.8 billion (2005-06) to at least USD 15 billion 
by 2015 (Auto Policy 2002). 
1.4.2 Need for innovation 
The competitiveness in the automobile sector would largely depend on the capacity of 
the industries to innovate and upgrade. Indian car industry would also benefit if it has 
strong domestic competition, home based suppliers and demanding domestic 
customers. It is also obvious that the factors like labour cost, duties, interest rate and 
economies of scale are the most important detemiinants of competitiveness. But 
productivity is the prime detemiinant of the competitiveness and also impacts the 
national per capita income. The globally successllil OEMs and auto makers will 
ultimately make their base in India which is high on productivity factor and where 
essential competitive advantages of the enterprise can be created and sustained. It 
would also involve core products, technology creation and their marketing process 
apart from maintaining productive human resource and reward for advanced skills. 
The OEMs would also look for the policies of the state which stimulates innovations 
in new technologies. 
10 
Figure 2. Market Overview: Growth drivers for the Indian automobile industry 
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1.5 Indian Car Industry - Key Players in Small Car segment 
I.5.I Maruti Udyog Limited - Maruti Suzuki 
Suzuki's Joint Venture in India and the largest passenger car manufacturer in India. 
In 2003 Maruti Udyog, a joint venture between Suzuki of Japan and the Indian 
Government, dominated India's automobile market with a 54% market share (CMIE 
Database, June 2003). With an annual production capacity of 500,000 cars, Maruti 
had the widest product range among Indian car manufacturers, with ten basic models 
and more than fifty variants. Three out of the top-five-selling car models in India 
(Maruti 800, Zen and Omni) were Maruti products. The Maruti 800, the Omni, the 
Zen and the Esteem became market leaders in their respective segments The company 
11 
dominated the Indian small car market with a share of 100% in 'A' seginent, 36% in 
'B' segment, and 86% overall. (Business India, May 26, 2003) (See Table I). 
The 800cc car, the first and by far the most popular model produced by Maruti, had 
given a new dimension to the Indian car industry. MUL underwent through various 
restructuring exercises to strengthen its competitive position. In 1994, Maruti became 
the first Indian company to reach a cumulative production of 1 million vehicles. 
In 1997, it crossed the 2 million mark. In 1997-98, Marufi's overall market share was 
83.1%) (Maruti Red Herring Prospectus). In the early 2000s, Maruti introduced 
various measures to streamline its operational efficiency and marketing effectiveness. 
In May 2007, Maruti Udyog Limited (MUL), has reported a 9.9% increase in the sales 
of domesfic vehicles at 55,952 units as against 50,904 units in May 2006. It exported 
3,448 units in May 2007 as against 2,492 units in May 2006 up by 38.4%. This 
resulted in a 111% increase in total sales in May 2007, at 59,400 units, as against 
53,396 units in the same month in 2006. 
Maruti's manufacturing facility comprised three integrated plants with flexible 
assembly lines at Gurgaon. The first plant was set up in 1984 with an installed 
capacity of 20,000 vehicles per annum. This was augmented to 130,000 by 1991. 
Installed capacity was further increased in 1995 to 200,000 vehicles per year with the 
second plant becoming operational. In 1996, Maruti increased its installed capacity to 
250,000. With the third plant becoming operational in March 1999, installed capacity 
increased to 350,000. The company's fourth car assembly plant, inaugurated on 
February 06, 2007, started with an initial capacity of 100,000 cars per year. This 
would be scaled up to 300,000 cars per year. An investment of Rs. 2,500 crore would 
be made in this car plant by 2010. The new assembly plant is also a key step forward 
in the MUL's goal of achieving annual sales of 1 million cars in India by 2010. 
Recently introduced car models in the small car B+ segment include a new version of 
Zen Estilo, and an Al segment hatchback model "Maruti A Star" launched in 
(November 2008. This car has been designed for the global markets. Maruti A-Star, 
is the fifth global strategic model fi-om Maruti Suzuki. The car would be 
manufactured simultaneously in several countries. It would be sold under the name of 
Alto and Celerio in Europe and other countries respectively. It would help Suzuki re-
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entering the European markets with a new fuel efficient car powered by an eco-
friendly engine that complies with Euro IV and Euro V emission norms. 
Another hatchback car Ritz would be launched in Indian market on May 15, 
2009.(Automonitor.co.in, November 2008) Maruti Ritz with contemporary European 
design, would be positioned at premium A2 market segment, which includes Alto, 
WagonR, Swift, Zen and the newly launched A-Star. The launch of new hatchback 
passenger car would further strengthen Maruti's leadership in the highly competitive 
compact car segment. With 52 percent market share, Maruti Suzuki presently leads 
the premium A2 segment 
1.5.2 Tata Motors 
The largest player in Indian industry. An SBUofthe Tata group. 
On June 1, 1945, Tata Sons Limited (Tata Sons) bought the Tatanagar Shops (also 
called the Singbhum shops of the East Indian Railway) from the Government of India 
to manufacture steam locomotive boilers. It intended to extend its operations later to 
building complete locomotives and other engineering machinery. This project was set 
up as a new company by Tata Sons and was called the Tata Engineering and 
Locomotive Company Ltd. which was commonly known as Telco. Today, its 
manufacturing base is spread across India - in Jamshedpur (Jharkhand), Pune 
(Maharashtra), Lucknow (Uttar Pradesh), and Pantnagar (Uttarakhand). 
In December 1998, Tata Motors launched the first indigenously developed compact 
car, the Indica. The model was displayed at the Auto Expo'98, where it was projected 
with the "Made in India" image,. The Indica project was named Project Mint (short 
for Mini Telco), when it was commissioned. This car was partly designed and 
developed by Tata Motors, the original design being that of the French car 
manufacturer Peugeot. 
In January 2007, it was reported that Tata Motors Limited (Tata Motors) beat close 
rival Hyundai Motor India Limited (HMIL) to capture the second position in the fast 
growing passenger car market in India, behind market leader Maruti Udyog Limited 
(MUL). In December 2006, Tata Motors' car sales stood at 12,665 units against 
HMIL's 11,049 units (Indian Express, 2007). 
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The growth for Tata Motors came in the compact car segment, primarily driven by the 
strong performance of the Tata (Indica) range. In January 2007, the Indica reported its 
highest ever monthly sales since launch, at 14,466 units, a growth of 14% over 
January 2006 (Tata Motors Annual Report 2007-08). 
Industry analysts said that this growth was mainly due to the launch of the Indica V2 
(Xeta) in January 2006, and subsequently its revamped version in November 
2006.(Siddharaj, 2006) 
Tata Motors' sales and distribution network in India consisted of 720 dealer outlets 
which were supported by eight regional offices, 28 regional sales offices and 38 sub-
regional offices. Most of the dealers were exclusive dealers. 
The company had a presence at over 2,000 locations in India, including after-sales 
and vehicle servicing outlets. 
1.5.3 Hyundai Motors India Ltd. 
The third largest passenger car manufacturer in India, and one of the largest 
exporters of vehicles. Has established India as one of its mamfacturing bases in the 
world. 
Hyundai Motor India Limited (HMIL) being a wholly owned subsidiary of Hyundai 
Motor Company, South Korea and the second largest and the fastest growing car 
manufacturer in India. HMIL presently markets 34 variants of passenger cars across 
segments. The Santro in the B seginent, Getz Prime, ilO in the B+ segment, the 
Accent and Vema in the C segment, the Elantra in the D segment, the Sonata Embera 
in the E segment and the Tucson in the SUV segment. 
Hyundai Motor India, continuing its tradition of being the fastest growing passenger 
car manufacturer, registering total sales of 327,160 vehicles in the calendar year (CY) 
2007, an increase of 9.2 percent over CY 2006. In the domestic market it recorded a 
growth of 7.6 percent as compared to 2006 with 200,412 units, while overseas sales 
grew by 11.8 percent, with exports of 126,748 units (SIAM Data). 
HMIL's fully integrated state-of-the-art manufacturing plant near Chennai has the 
most advanced production, quality and testing capabilities in the country. In 
14 
continuation of its commitment to provide the Indian customer with global 
technology, HMIL is setting up its second plant, which will produce an additional 
300.000 units per annum, raising HMIL's total production capacity to 600,000 units 
per annum. 
HMIL is investing to expand capacity in line with its positioning as HMC's global 
export hub for compact cars. Apart from expansion of production capacity, HMIL 
plans to expand its dealer network, which will be increased from 230 to 300 this year. 
Tiie year 2007 had been a significant year for Hyundai Motor India. It achieved a 
significant milestone by rolling out the fastest 400,000th export car. Hyundai exports 
to over 73 countries globally; even as it plans to continue its thrust in existing export 
markets, it is gearing up to step up its foray into new markets. The year 2007 also saw 
Hyundai Motor India attaining other milestones with the launch of the i 10 and yet 
another path-breaking record by manufacturing the fastest 15,00,000th car (Hyundai 
Motors India Ltd. Annual Report 2008-09). 
HMIL has also been awarded the benchmark ISO 14001 certification for its 
sustainable environment management practices. 
1.6 Indian Car Industry - (New Entrants) in Small Car segment 
1.6.1 General Motors 
General Motors, one of the leading players in the premier cars segment. Recently 
launched Chevrolet Spark in the small car segment and Chevrolet Aveo Hatchback in 
the upper economy B+ segment 
1.6.2 Volkswagen 
Volkswagen is investing 400 million euro in a new plant in Pune for the manufacture 
of a new compact car, the VW Fox, for the Indian Market. Operations are to start in 
the second half of 2009. 
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1.6.3 Honda 
Honda is investing US $ 250 million in a new plant in Rajasthan with a capacity of 
60,000 cars per year. Honda Jazz, introduced in the compact segment for the Indian 
market. Production commenced in 2009. 
1.6.4 Ford 
Ford plans to invest US $ 500 million for it compact car for the Indian market, 
including the expansion of Ford India's current manufacturing facility in Chennai. 
Figure 3. Comparative Market Share - Passenger Cars (Apr- March 2006-07 
and 2007-08) 
MARKET SHARE- PASSENGER CARS 
Ford ilaninora Renaim 
Honda Siel 3 j ^ 2()07-08(Apl Marj 
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Source : Automotive Component Manufacturers Association (ACMA), Industry Statistics, 2006-08 
(passenger cars market share) 
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Car manufacturing is basically assembly of components procured from ancillaries or 
auto component manufacturers. Nearly the car manufacturers outsource 80% of auto 
components. This helps in reducing the capital cost needed to setup a car 
manufacturing plant. 
Therefore, auto ancillaries play a key role in maintaining the quality and price of the 
product. But till the entry of MUL in the Indian car industry, vendor development was 
hardly seen as a part of automobile manufacturing in the country. With the setting up 
of auto component manufacturing facilities by Indian promoters, in collaboration with 
Japanese players for supply to MUL, the country was first introduced to the concept 
ofout sourcing. 
With the new entrants planning to start manufacturing facilities with a small capacity 
base in the country, the role of auto component players will substantially become 
important over the years. 
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1.8 Technology - Environment and Safety Regulations 
As far as the changes in technology are concerned than one change will be that all the 
cars will have to be fitted with Multi Point Fuel Injection (MPFI - a technology in 
which traditional carburetor is required and fuel is sprayed by different valves into the 
combustion chambers of an engine).This change being the outcome introduction of 
Mass Emission Norms, introduced in 1991 for petrol vehicles and in 1992 for diesel 
vehicles. These nornis have been progressively made stringent and India has followed 
the European emission standards and test procedures. Environment concerns led to 
India narrowing the gap with Euro nornis at a rapid pace and currently BS-II or Euro 
II equivalent nonns are in force throughout the country and BS-III or Euro-Ill nornis 
in eleven cities. This led to changes in cars as Euro II/Euro III certified. 
Secondly due to change in consumer preferences there have been technological 
advancements in air conditioning, power steering, power windows and such other 
facilities which are now available as a standard feature on the deluxe variants of 
almost all the cars. Developments too have taken place in the safety aspect of the car 
with cars becoming sturdier with side impact bars; air bags, collapsible steering etc. 
are becoming more and more popular due to safety regulation norms in India with 
carmakers incorporating these technologies in small cars. 
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Figure 5. Government regulations & policy : Trend in future regulations - Safety 
and Emission related 
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1.9 Competition in the Indian Small car Industry 
There has been severe competition along with global and domestic turn of events, 
which has resulted in complete restructuring of share of the car companies and their 
products in the Indian car industry over the last five years. Many products were taken 
off the market and many new models were replaced or repositioned. Daewoo Motors 
wound up and Matiz production was discontinued. Fiat was taken over by Tata 
Motors, Fiat Uno was discontinued and marketing of Palio was undertaken by Tata 
Motors, along with its own brand Indica. General Motors discontinued Corsa SAIL 
and entered with Chevrolet Spark in 2008. Hyundai Santro was repositioned as Santro 
Xing; Maruti 800 too was repositioned, although it remained in the same segment. 
MUL introduced Maruti Alto and Wargon R extending the breadth of the segment. 
Zen was also repositioned as Zen Estillo. MUL also introduced two more models in 
the Al Mini segment, the A-Star and Maruti Ritz in the B, A2(Compact segment), 
making way for phasing out Maruti 800. 
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Each time a model was positioned, it was followed by a focused marketing strategy, 
along with a change in product, an introduction of a new variant, a change in brand 
personality / image, pricing and communication. This also resulted in competitive 
reactions for competitors and other market players. They reacted by, altering their 
marketing strategy to reestablish the disturbed market positions of their products in 
the altered market place. 
1.10 Vision for the Future 
The opportunity landscape for the Indian small car industry would encompass 
manufacturing of vehicles and components for domestic sales, and exports. It is 
estimated that the total turnover of the automotive industry in India would be in the 
order of USD 122-159 billion in 2016 (a substantial increase from the size of USD 34 
billion in 2006)( Autocar, Jan 2007). 
It is expected that in real tenns, by 2016, India would emerge as the world's seventh 
largest car producer (as compared to the eleventh largest currently). Further, by 2016, 
the automotive sector would double its contribution to the country's GDP from current 
levels to about 10%.The share of industry in GDP is expected to go up to around 35% 
from current level of 24% by 2016.(Automotive Mission Plan 2006-2016) 
Currently the automotive industry employs 200,000 persons in vehicle 
manufacturing, 250,000 in component companies and 10 million at different levels of 
the value chain - both through backward and forward linkages. The expected growth 
in investments and output of India's automotive sector during the next 8 years 
will create further employment opportunities in the country. Additional 25 million 
jobs are likely to be created by way of both direct and indirect employment in 
automotive companies and in other parts of the vehicle value chain such as servicing, 
repairs, sales and distribution chains. 
1.11 Definition of the Problem of Study 
The Study Marketing Strategies in the Indian Car Industry with a Special 
Reference to Small car segment was defined to assess the competitive marketing 
scenario in the Indian small Car Industry. It proposed to study competition both at the 
macro level (competitive strategies of the firms) and at operational level, marketing 
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strategies employed by small car companies for their B segment cars, in this industry. 
1,11.1 Current state of Competition - Research Issues 
The hidian car business environment has been varying continuously, as all its 
elements changed with the entry of transnational enterprises. It changed the 
production and cost structures, and expanded the product, number of car models and 
variants and price range in the Indian passenger car industry 1990s onwards (Business 
World, Jan 22, 1998, p.32). Similarly, factors like markets and policies changed over 
time further influencing the demand and supply structures and thus prices of goods 
and services and thereby profitability and commercial viability of firms changed. This 
change was instrumental in developing the Indian consuming class who had a rising 
per capita income and the rapidly changing demographic distribution. India having the 
highest proportion of population below 35 years, 70%, (potential buyers), it was 
estimated that 130 million people would get added to the working population between 
2003 and 2009. The trends indicating the high demand need for small and medium 
cars. Higher disposable incomes coupled with availability of easy finance options 
have been the driving forces for the small car section of the Indian car industry. 
The level of competition and the presence of transnational enterprises intensified 
competition compared to domestic finn. There were entry of many firms in the car 
industry to supply the demand and exit of many firnis which could not survive the 
competition. Variations in the business environment, however, forced successful 
firms to strive continuously to succeed i.e., to maintain and improve its commercial 
viability in the face of changing environment. It was the level of competition that 
motivated finns to improve their competitiveness to survive i.e., to maintain and 
improve its commercial viability through different strategies. Strategies can be long 
term competitive strategies or, short terni example tactical strategies like marketing 
strategies altering marketing mix such as price changes, aggressive advertisements, 
strengthening distribution channels, repositioning the existing products in the market, 
strengthening customer care services etc. Firms that selected appropriate technologies, 
products and scale improved their competitive strength and thus maintained or, 
improved their market position. They create competitive pressures on the other firms 
to follow suit. Firms like Daewoo Motors that could not follow suit would be forced 
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out of the market. New firms that perceived business opportunities entered the empty 
area, and the process goes on. 
Thus, the process of competition prompts finns to seek and exploit opportunities for 
gaining. This results in the efficient resource utilization and hence high growth and 
being competitive. This process enables firms to provide adequate supplies of wide 
range of quality products at cheaper prices thereby widening the choice of consumers 
leading to customer satisfaction and market development. 
1.11.2 Selection of the car manufacturers for study 
Three car manufacturing companies who were in the business of producing small cars 
for a minimum of 10 years and having a major share (more than 75%) in the entire 
market, with a number of car models/ variant were short listed as key player from 
among all the players in the hidian small car industry. The reason for their selection 
also, being their stable operations in the Indian Car Industry and their market share 
over more than a decade. They having attained the Industry learning curve and being 
important constituents of the industry were analyzed and compared; the chosen 
companies and selection criteria follow. 
Maruti Udyog Limited MUL, Hyundai Motors India Ltd. HMIL, Tata Motors (earlier 
TELCO (Tata Engineering and Locomotive Company) were chosen because of their 
status as stable Indian car manufacturing companies who have been in the automobile 
business for many years. Hyundai Motors India Ltd. , Maruti Udyog Ltd, and Tata 
Motors, were chosen based on their product base - Small Car producers in the 
category A1 (Mini) and A2 (Compact) segment in the Indian Car industry. 
1.11.3 Research strategy 
These three companies are analyzed in tenns of their competitive strategy and their 
marketing strategy delimiting for their B segment cars. Specific statistics have been 
incorporated into the analysis the data which was obtained for the two levels of the 
study, firstly quantitative data obtained from intending car buyers and the effect of the 
marketing mix analyzed for its interaction and effect in shaping intending purchase 
decision for a specific brand of car. Secondly the research employed a qualitative 
approach to try to get infonnation from the strategy makers. By incorporating the use 
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of interview as the instrument for the second part of study the marketing and the 
competitive strategy position of the three car companies were identified. The 
marketing strategy for each flagship car of the company in their B segment was 
studied. The reason for dehmiting the study to the 3 cars in the B segment was that the 
B segment was the most competitive segment among the small car category and these 
three competing cars occupied a combined market share of about 80 % of the small 
car market. Thirdly all the three cars were very popular and were in the maturity stage 
of their PLC and he three car companies had recently relaunched them with new 
Product, Price and Promotion strategies, repositioning them with a new image. So the 
new marketing strategy which including the four marketing mix elements of Product, 
Price, Place, Promotion and , and the effect of new model introduction on the other 
competing models in the market and the change in marketing strategy of the affected 
brands and car models of competing organization was attempted to be explored in the 
research strategy The examination of the small car industry as a whole and of the 
major players in the industry provides a framework within which insightful 
conclusions can be derived about the current state and future of the small car segment 
and marketing strategy in the Indian car industry. 
1.12 Chapter Schema 
The thesis wok has been divided into six chapters; a brief outline of the chapter 
schema is presented in the following paragraph. Chapter 1 introduces the Indian Small 
Car Industry breaking the timeline into three distinct eras and discussing the evolution 
till the resent state of research. It also discussed the major changes in the Indian 
economic environment along with gi^ owth drivers and challenges as the driving forces 
associated with the changes. Exploring the role of the Small Car Industry, the state of 
competition and defining the problem of the study. Chapter 2, "Marketing Strategy" 
of this study studies the marketing concept illustrating its different facets as it has 
been explored and developed over a period of time different management authors and 
social scientists, the associated link between marketing strategy and competitive 
strategy is established af^ er exploring the different marketing strategy models. The 
research direction was established at exploring the relative Generic strategy followed 
by the competing car companies towards obtaining competitive advantage for 
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themselves. Porter's frame work was selected towards achieving this end. Chapter 3 
titled "Review of Literature" of this study illustrates extant literature relevant to the 
marketing strategy dimension in both Indian and international automobile and auto 
component related industries. The last section of this chapter related to the research 
framework, posed study model and the conceptualization of the hypotheses. The 
chapter 4 titled, "Research Methodology", details the research methodology adopted 
to investigate the study model and the objectives framed. This chapter also discusses 
the development of the research instrument for both the qualitative and the 
quantitative methods adopted to conduct the research. Chapter 5, titled "Analysis and 
Interpretation" discusses the responding car industries reactions and responses in both 
the qualitative and quantitative perspectives. Subsequent subsections of this chapter 
are dedicated to discussion and description of the main results in this section that 
emerged from statistical analysis for the Indian Small Car Industry. Furthermore in 
this chapter, results of the empirical analysis and the hypothesis testing have been 
presented. Finally Chapter 6 titled, "Conclusion and Recommendations" draws key 
conclusion of this study and discussed the recommendation for Small Car Industry to 
incorporate the deficient marketing mix strategies for their B segment cars in order to 
achieve the competitive advantage which they were aiming for. The social concern of 
the study to be addressed, by the car companies were also highlighted in this chapter. 
The chapter also indicates the limitations and areas of future research. 
24 
Chapter-2 
MARKETING STRATEGY 
I i 
Chapter 2 
Marketing Strategy 
Chapter Outline 
This chapter presents and exhaustive study of the theory in Hterature about Marketing 
Strategy. The first section depicting it as a process for gaining competitive advantage 
by finns. Also the different stages of a product in its hfecycle used strategy 
differently. The next section studies the details of the strategy hierarchy from 
corporate to functional strategies. Moving further to Strategy planning, its 
development and modelling literature are studied. This is followed by competitive 
advantage of the firni defined by Porter's 5 force industry structure model. Finally the 
quest being for identifying the generic strategy adopted by the firm towards 
differentiating itself in the highly competitive market, which delineated out of this 
section establishing the research direction aimed at exploring the relative Generic 
strategy followed by the competing car companies towards obtaining competitive 
advantage for themselves. 
2.1 Marketing strategy - A process 
Strategy can be defined as a firni's positioning to gain a competitive advantage in the 
marketplace (Juga, 1999). The primary objective of a strategy being to secure 
organizational effectiveness by perfomiing the right activities at the right time. The 
central focus for a strategy being for the organisation achieving the right fit with the 
external environment. Building upon this, a marketing strategy allows finns to 
develop a plan that enables them to offer the right product to the right market with the 
intent of gaining a competitive advantage. In other words, a marketing strategy 
provides an overall vision of how to correctly position products in the marketplace 
while accounting for both internal and external environments. 
Marketing Strategy is the process outcome of a framework involving three different 
levels of treatment. The first two levels arising out of the overall strategic planning of 
the company and providing the framework out of which marketing strategy should be 
developed as stated by Greenly (1983). However as these two levels provide the 
framework for developing the actual marketing strategy, they are not considered to be 
part of it. The third level of the process is the actual marketing strategy, which is 
considered to be composed of five component parts. 
From literature it was observed most writers started with a broad encompassing 
statement of what they consider marketing strategy to be. For example, Chang & 
Campo-Floress (1980) referred to marketing strategy as being crucial and central 
issues to the use of the marketing function. Similarly Baker (1978) sees it as being a 
broad means of achieving given aims, Luck & Farrel (1979) as being fundamental 
means or schemes and Kotler (1965) referred to marketing strategy as being the grand 
design to achieve objectives. Similar broad statements were also given by 
organisations claiming that their marketing strategy was a long-term activity, while 
some organisations stated that it provided for the overall achievement of objectives 
and others that marketing strategy provided a broad plan of action. Other comments 
were given as even wider statements such as to sell as large a quantity as possible or 
towards maximising profits. 
Most writers then moved on to explain the detailed issues, means or schemes which 
they prescribed as constituting a marketing strategy. They emphasised four major 
bases that was used in the literature to explain the details of marketing strategy, those 
being the marketing mix, the product life cycle, market share and competifion, and 
positioning. 
2.1.1 The marketing mix base 
A comm.on approach followed in the literature was simply linking these issues to the 
elements of the marketing mix. Foxall (1981), defined marketing strategy as being an 
indication of how each element of the marketing mix would be used to achieve the 
marketing objectives. This definition gave a complete reliance on mix and therefore 
the utilisation of the elements in the strategy. It was, however, a very simplified and 
restricted approach to marketing strategy. Chang & Campo-Floress (1980) also 
developed this theme, suggesting a range of marketing component strategies which 
constituted the total marketing strategy. These they give as product strategy, 
distribution strategy, sales promotion strategy and pricing strategy. This approach was 
also followed by Jain (1981) who gave the same breakdown, again following a simple 
approach of relating marketing strategy to the mix elements. A modification of this 
approach was prescribed by Udell (1968), who divided the issues into pricing and 
non-pricing strategies. Yet another modification by Foster (1970), emphasised on the 
companies' product mix and in particular, allowing fimis to develop a plan that 
enabled them offering the right products to the right markets with the intent of gaining 
a competitive advantage. 
2.1.2 The Product Life Cycle base 
Other writers extend this theme of the marketing mix to the concept of the product life 
cycle. For example, Kotler (1976), Baker (1978) and Doyle (1976) outlined that 
marketing strategy for a particular product needed to be modified as the product 
moved through the various stages of its Product Life Cycle. This was based upon a 
change of the mix at the different stages, so that a change was made in the relative 
degree of reliance of each element, giving a different mix, and hence a different 
marketing strategy, at each stage. This treatment was extended by other writers, such 
as Scheuing (1969), who defined a specific strategy for each stage of the Product Life 
Cycle, labelling them life cycle marketing strategies. However, there were two major 
problems associated with the approach. The first being that it was difficult for the 
company to be able, at a particular point in time, to identify the stage at which a 
product was, within its life cycle. The other problem being that the specific strategies 
for each stage did not always allow for application to all products, given the wide 
variations experienced by companies in market and product conditions. 
2.1.3 The Market Share base 
Another approach used in the literature to explain the issues involved in marketing 
strategy was linking the latter to market share and competition. A major example here 
was depicted in the work of Bloom and Kotler (1975). Their approach was firstly to 
explain how a company could identify its optimal market share, given a particular set 
of conditions. Having identified that level the company needed a marketing strategy 
to achieve the optimum. The second stage was to select a strategy from a range of 
strategies that were designed to build, maintain or even reduce market share. 
However, within each of these share-linked marketing strategies they also advocated a 
range of further strategies, again based upon the elements of the marketing mix. A 
similar approach was advocated by Buzzell, Gale and Sultan (1975), although they 
labelled the alternatives as building, holding and harvesting strategies. Alternatively, 
strategies for companies with low market shares were given by Woo and Cooper 
(1981). Similarly Doyle (1975) also linked marketing strategy to market share. There 
the approach was simply to equate one strategy as the pursuit of market share and 
another strategy as its non pursuit. However, overall the approach of linking 
marketing strategy to market share appeared to be merely the utilisation of the 
elements of the marketing mix, linked with an objective or aim (and therefore not a 
strategy) which was concerned with a pre-determined level of market share. 
Kotler (1965), has also described, competitive marketing strategies in addition to the 
market share link, in a later publication Kotler (1980). In his earlier works, he 
prescribed a range of nine competitive marketing strategies, prescribing that the 
company chooses, at a particular point in time, that which related directly to the 
activities of its competitors. In another work he advocated an approach in which the 
company had a range of competitive marketing strategies from which to choose, 
depending upon which, a four strategy ranges, the company's market share dictated 
that it belonged to. Here the word 'strategy' was used liberally; there were strategies 
within strategies and application of the approach was perhaps not immediately 
apparent in the prevailing context. 
2.1.4 The Positioning base 
Another approach in the explanation of marketing strategy, from the literature, was 
utilising the concept of positioning. The major overall problem being the variation 
given in the literature as to the meaning of positioning. For example. Wind and 
Claycamp (1976) explained a product's position as its overall situation in the market 
relative to its sales, market share and profitability. Cravens (1975) detailed positioning 
as being the selection of a marketing strategy from a range of alternatives, although 
the later could be considered to be component parts of corporate strategy, as 
developed by Ansoff (1968). Yet another variation of the interpretation of product 
positioning was reflected in the articles of Alpert & Gatty (1969) and Holmes (1973). 
There a product's position was related to its customers. In that the user profile was 
explained and how they perceived the image of the product. 
The concept of positioning could also be explained in terms of both market and 
product positioning, as illustrated, for example, by Kotler (1980). There the company 
investigated the segmentation of a particular market and then decided which segment 
or segments to participate in. The selection was referred to as market positioning. For 
each segment the company required a product or products, and the number of 
products developed, plus their overall nature, was referred to as product positioning. 
This was developed for a range of products in an article by Warwick and Sands (1975) 
and the application of market segmentation in marketing strategy as illustrated by 
Doyle and Newbould (1975). 
Hence marketing mix, the product life cycle, market share and competition, and 
positioning were the four major bases that were used in the literature to explain the 
detail of marketing strategy. 
2.2 Hierarchy of strategy 
hi a hierarchical view, strategy takes place at three different levels: corporate, 
business, and functional. These levels correspond with the activities of managers in 
different parts of the organization. 
Corporate strategy is the set of explicit or implicit decision rules that detemiines what 
business(es) a firm will be in and not be in, and how it will allocate resources among 
them. 
Business strategy is how a finn develops and sustains a competitive advantage within 
an industry. 
Functional strategy is the set of decisions made in marketing, operations, finance, 
research and development, and human resources that supports the business strategy. 
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2.3 Contingency Approaches 
It has been observed that organization perfomiance differs with respect to the 
strategy-making approaches used as stated by Fredrickson & Mitchell, (1984); Hart 
(1992). Consistent with general systems theory by Thompson (1967), organizations 
would need to choose appropriate strategy-making approaches with internal and 
external considerations in mind, such as organization size and the competitive 
volatility of its environment as stated by Porter( 1990). 
Mintzberg mentions that there are two main sides of Configuration school; one 
describes states- of the organization and its surrounding context - as configurations. 
The other describes the strategy-making process - as transformation. If an 
organization adopts states of being, then strategy making becomes a process of 
leaping from one state to another. In one sense, the premises of the configuration 
school encompass those of the prescriptive and descriptive approaches, a composition 
of context, content, and process factors determines the approach which probably 
works better in an organization. 
Mintzberg mentions that prescriptive approaches suit a context that is rather stable or 
at least predictable or, what amounts to the same thing, controllable by the 
organization, that is, the situation has to remain relatively stable or at least 
predictable. 
2.4 Alternate Approaches to Strategy Making 
However, Barbuto suggests five approaches in strategy-making. He proposed that 
each of his five approaches — autocratic, transformational, rational, learning, and 
political— can succeed if the appropriate contingent factors exist. It would help 
researchers and practitioners alike understand organizational direction and individual 
organizations' strategy-making processes as identified by Barbuto (2002). 
Contingency 
Factors 
Environment 
Firm size 
Stage of 
Firm 
Development 
Strategic 
Orientation 
Table 2: Strategy-Making Modes 
Command 
(Autocratic) 
Simple: Low-
level 
complexity 
Small 
No-relation 
No-relation 
Symbolic 
(Tranformationai) 
Dynamic: High 
velocity or radical 
changes 
Medium-Large 
Rapid growth: 
Reorientation 
Proactive change 
(Prospector/ 
Analyzer) 
and Conting 
Rational 
Stable: 
Low degree 
of change 
Medium-
Large 
Steady 
Growth 
Solidify 
position 
(Defender) 
ency Factors 
Transactive 
(Learning) 
Complex: 
Many 
stakeholders 
Large 
Mature 
Continuous 
Improvement 
(Analyser) 
Generative 
(Political) 
Turbulent: 
Dynamic and 
complex 
No-relation 
No-relation 
Iimovation 
(Prospector) 
Source: Barbuto (1992, p 13) 
The autocratic approach to strategic decision process will be most prevalent and 
effective in small organizations competing in relatively simple (non-changing) 
environments. 
The transformational approach to strategic decision process will be most prevalent 
and effective in fast growing or rapidly changing organizations competing in highly 
volatile (changing frequently) environments. 
The rational approach to the strategic process will be most prevalent and effective in 
large companies with established markets competing in fairly stable environments. 
2.5 The Learning Approach 
The learning approach to the strategic process will be most prevalent and effective in 
complex environments with fairly large organizations positioned in several mature 
markets. 
The political approach to the strategic process will be most prevalent and effective in 
flat, hierarchical organizations engaged in high technology processes, competing in 
highly innovative industries. 
2.6 Strategic Planning 
2.6.1 Transformational Approach to Strategy 
Car industry, in India can be considered as a mature industry with the demand of the 
industry growing steadily, production technology being complex and technological 
advances incremental, and finally its know-how can be conveyed easily and high-
skilled labour are employed to handle car production. 
In India, specifically, car manufacturers work in a dynamic liberalized environment. 
The environment is undergoing change with the economy. The overall government 
policy promoting and facilitating increased investment participation by loosening 
tight control policies. 
Hence it can be presumed that transfomiational approaches are more effective in 
Indian car industry where the environment is volatile and the internal processes are 
more dynamic. 
2,6.2 Generic Models of Strategic planning 
One of the outputs of strategic planning is company's strategies. So, according to 
previous sections strategic planning must be considered as a part of prescriptive 
approaches to strategy-making. 
Strategic planning has a fairly well-established history. The first book on strategy was 
written in 1965 by Igor Ansoff titled Corporate Strategy. It presented an 
extraordinarily logical, step-by-step set of concepts and approaches to making 
diversification decisions STRATEGIC THINKING [Online] [Cited : Feb 28, 2008.]. 
Although different models might have different steps or maybe they vary in the 
sequence of the steps, the strategic planning process essentially involves three stages: 
Where are we now? 
Where do we want to be? 
How are we to get there? Hennan, [Online][Cited: Jan 23, 2008.] 
All strategic planning approaches attempt to find an optimal match between the 
resources and capabilities available within the finn (Strengths and Weaknesses) and 
the external market conditions and environmental trends (Opportunities and Threats). 
This match or co alignment (often called a SWOT analysis) results in a strategy, 
whose efficacy translates into some level of corporate perfomiance. STRATEGIC 
THINKING [Online] [Cited : Feb 28, 2008.]. 
2.6.3a Review of strategic planning 
As level one and two of the marketing strategy process evolved from the company's 
strategic planning, a review of both the nature of, and stages involved in, strategic 
planning was necessary. It would ftirther provide a basis for developing levels one and 
two, being the framework for developing the actual marketing strategy at level three. 
Corporate planning being a concept which represented the summation of the total 
planning to be carried out in a company, and writers such as Taylor and Sparks (1979) 
and Hussey (1979) divided corporate planning into strategic marketing and 
operational plamiing. Strategic planning was seen by Hussey to be the process which 
defined the overall objectives of the company and the means by which these 
objectives were to be obtained. The emphasis given by Ackoff (1970) was that 
strategic planning is differentiated from other planning in that its consequences had an 
enduring effect on the finn and were broad issues which related to the long term. Due 
to the influence of the effects of strategic planning, Higgins (1980) identified the 
responsibility of strategic planning as associated with top management, as opposed to 
the functional managers. The stages involved in strategic planning will be discussed 
as follows. 
Operational planning, however, was seen by Denning (1971) to be a projection into 
the future of plans which covered existing company operations. There the plans were 
the responsibility of functional managers as the concerned was seen to be the 
operation of these flinctions into the future. The marketing function was seen to 
predominate in this area of planning. As for example given by Higgins (1980), and 
therefore marketing planning was taken as being part of operational planning. 
Although strategic planning was seen by Ackoff (1970) to be concerned with the long 
term, operational planning, due to its very nature, it necessarily related to the short 
tenn, in that it was based on the firni's present operational base of resources. 
However, looking into the long tenn future necessitated not only the setting of 
objectives and strategies, but also included, as suggested by the Society for Long-
Range Planning (Vol.14, No.l, 1981) 'translating strategy into detailed operational 
programmes', which was very much the responsibility of operational planning. 
Therefore, operational plans were also needed in the long term situation which led 
Scott (1965) to identify both strategic long-range plans and operational long-range 
plans. Short- tenn operational planning was also labelled tactical planning by many 
writers, such as Hussey (1979), although Higgins (1980) described operational 
planning and tactical planning as being synonymous. However, tactical planning was 
detailed by Winkler (1972) as being specific actions and by Chang and Campo-
Floress (1980) as being specific action designed to execute strategies. Hence 
marketing strategy was seen as being part of the long-term operational planning of the 
marketing function. The relationship of marketing strategy to these fonns of planning 
being illustrated in figure 6. 
Figure 6. The Relationship of Marketing Strategy to Corporate Planning 
Corpora te 
Planning 
StrcUt-gic PIciniiincj 
Op t 'M l i ona l PIf inning 
Mtirkc'linc) I ' lai inincj 
Short R^mge <M 
T<ictk:ol r ionninc) 
l o n g Rfinge PUinning 
Marke t ing Strategy 
Source: An understanding o f marketing strategy (2002, p 45) 
2.6.3b Review of the stages of Strategic Planning 
Although the hterature, gave various stages within the strategic planning process, 
writers such as Taylor & Sparks (1975), Hussey (1980) and Kollst (1972) et al. tend to 
follow the stages given in figure 7. 
Figure 7: The Stages of Strategic Planning 
Corporate Mission 
Corporate Objectives 
Internal and External Strengths and Weaknesses 
Perfomiance Gap Analysis 
Identification and Evaluation of Corporate Strategies 
Choice of Corporate Strategy 
Preparation of Strategic Plan 
Source: An understanding of marketing strategy (2002, p 46) 
The approach started with a specification of the overall direction which the firm 
wished to pursue, given in the form of a corporate mission and corporate objectives. 
The latter related to certain levels of achievement or perfonnance, referred to the total 
company and were applicable to the long run. After determining the strengths and 
weaknesses of both its internal and extemal environments, and any goals between its 
objectives and current base like performance, the company moved on to consider its 
corporate strategy. This was seen by Hovell (1979) as being the means of directing 
resources to achieve the objectives. The strategic planning process given advocated 
the identification and evaluation of alternative strategies, before the company selected 
that to be pursued. Within these stages of strategic planning, level one of the 
marketing strategy process was seen as being the corporate mission and level two is 
seen as being the corporate strategy. Therefore, in order to develop these levels as 
being the overall framework for detemiining the marketing strategy, fiarther 
consideration would be given to both corporation mission and strategy. 
Kollst (1972) et al. explained the concept of corporate mission as being concerned 
with a long-term vision of what the business was, or was striving to become. Chang 
and Campo-Floress (1980) described it as being the scope and direction of business 
endeavours. The scope of business being taken to be defined in tenns of customers, 
products and business areas. Therefore, the purpose of establishing a mission was to 
develop an encompassing understanding of the companies' purpose and overall 
direction. In developing the mission, Drucker (1973) suggested that a series of 
questions about the company about the company need to be posed, such as; 'What is 
our business? What will be our business? What should our business be?'. The 
establishment of such a mission in which these areas are defined was seen by Kotler 
(1980) as providing personnel with a shared sense of opportunity, direction, 
significance and achievement. 
A major contribution to the understanding of corporate strategy was the well known 
work of Ansoff (1968). The view taken of Ansoff was that corporate strategy being 
made of four component parts, from which it were possible to develop a range of 
alternative strategies. These four components summarised as. 
1. Product-Market scope: this specified the particular industries to which the firm 
was to restrict its business, defining the broad areas of product and market 
participation. 
2. Growth vector: this was related to the alternatives available to the finn to achieve 
growth of sales and output, giving the alternatives of market penetration, market 
development, product development and diversification. 
3. Competitive advantages: concerned with how the firni will be able to develop 
advantages over its competitors within these industries and vectors. 
4. Synergy: this was concerned with evaluating how the firm's strengths and 
weaknesses would effect its market participation. In the words of (Ansoff, 1968) 'it 
is concerned with the desired characteristics of fit between the fimi and its 
products- markets.' 
This detailed strategic planning as a basis for developing levels one and two of the 
marketing strategy processes and these levels were identified as corporate mission and 
coiporate strategy. 
2.7 Developing the Marketing Strategy 
The corporate mission provided an encompassing understanding of the company's 
purpose and overall direction, it was considered as being level one of the process of 
developing a market strategy. Hence the mission provided the broad scope of the 
business in ternis of customers, product and business area, which was the starting 
point for making decisions on marketing strategy, hi that the central issues were of the 
total marketing operation following the company's central theme. Within that scope 
the framework was prescribed, in the form of classes of customers the firm wished to 
serve, giving the scope for market positioning and examining suitability of variations 
in the market mix. Similarly the scope of products provided a framework for product 
positioning as well as giving subdivisions within the marketing mix. The scope of 
business also gives a framework to market positioning, in that the supply of products 
to different areas (such as industrial, consumer or international business areas) would 
each have different focus on the decisions to be made on marketing strategy. The 
theme of pui"pose also needed to be reflected on the marketing strategy. It varied from 
company to company as it could be based upon the development of a particular 
technology, a particular raw material, a particular section of society, or indeed on any 
other similar theme. However, whatever the specification of the purpose was, the 
components of the marketing strategy should support it. Finally, the direction of the 
company also had effects on planning marketing strategy. Directions aimed at growth, 
stability or contraction would each result in different decisions being made in the 
components of marketing strategy, as would a diversification direction as opposed to a 
non-diversification direction. 
Level two being corporate strategy, which was considered to be the second part of 
marketing strategy framework. The product-market scope component of corporate 
strategy was itself an extension of the corporate mission as it gave more detail in 
specifying the scope of the business. Although that component was narrower in its 
definition of scope than the corporate mission it still allowed for decision making 
within marketing strategy, in the selection of market, market seginents, product-lines 
and individual products. However the point was that the product-market scope 
component defined the framework for these decisions, giving the range to be pursued. 
The growth-vector component also provides a decision-making framework for 
marketing strategy. Hence the selected alternatives for pursuing growth would each 
affect the marketing mix to be detemiined within the marketing strategy. Each growth 
alternative would also affect decisions on product positioning and the very nature of 
the market within each growth alternative would require a different approach to 
market positioning. The component of competitive advantage would dictate the 
approach to be taken in each element of the marketing mix and finally affect their 
interrelation. Overall approaches to competitors may also necessitate making 
decisions on both market and product positioning. Finally, the corporate strategy 
component of synergy would affect marketing strategy in that identified company in 
strengths and weaknesses, in relation to the approaches the company was to take 
towards these, may provide either restrictions to the development of markefing 
strategy or, indeed, may provide an improvement to its effectiveness. 
The third level was the actual marketing strategy. The approach taken was to specify 
marketing strategy as being composed of five component parts, which related to 
market positioning, product positioning, marketing mix, market entry and timing. 
2.7.1 Market positioning 
This part of strategy was concerned with deciding which approach to adopt relative to 
the segmentation of the market and the selection of the segments in which the 
company was to participate. Depending upon the range of product-market scopes or 
strategic business units (SBUs) adopted, each scope may require a different approach 
to segmentation within the market. In selecting the segments for participation the 
company had the choice of pursuing either all segments, only one segment or several. 
That choice could well be affected by the rate of growth required, the nature of 
competitors within the segments and the corporate approach to them, plus the synergy 
developed by the relative strengths and weaknesses. That component was seen as 
being logically the first decision to be made in establishing a marketing strategy. 
2.7.2 Product positioning 
Having selected the market segments for each products-market scope, the number of 
products which the firni was to offer to each segment would have to be determined 
and their overall nature specified. Again that decision area could be affected by the 
coiporate strategy component of growth, competition and synergy. However, the 
major considerations being the market requirements within each segment. The 
understanding of these requirements obviously provided a basis for deciding whether 
each segment of participation required one or several products, as well as determining 
the overall nature of each product. However, specific details of product specifications 
were not considered to be part of the marketing strategy, but were considered to be 
decisions relative to the tactical planning of marketing. 
2.7.3 Marketing mix 
Having deten-nined the range of segments, in which they would participate, plus the 
nature and the number of products to be offered, the next decision in fomiulating the 
marketing strategy was towards determining the utilisation of the individual elements 
of the mix, plus the relative degree of reliance to be place upon each. Again the 
distinction needed to be made between the role of the marketing mix within marketing 
strategy and its role within marketing tactics. In the fonner decisions were required to 
determine which of the elements given by McCarthy (1981) were to be used in order 
to market the selected products as well as deciding the relative degree of importance 
or reliance to be placed on each in order to satisfy the market requirements. However, 
the role of the marketing mix within marketing tactics was in the specification of 
details, such as product features, brand name and image, price structure, copy 
platform and selling techniques. Again the fmalisation of the components were 
affected by market requirements, so that the marketing strategy may need to be varied 
with product market scope. In addition, the corporate approach to competitors might 
also affect decisions, as could the corporate approach to growth, plus effective 
synergy. 
2.7.4 Market entry 
This component was concerned with how the company intends to enter, re-enter, 
position itself, or re-position itself within each of the selected market segments. Here 
Kotler (1997) gave the alternatives of acquisition, collaboration and internal 
development. In the former the approach of acquiring an existing product(s) or 
company were well documented, as, for example, given by Fogg (1976). The 
selection of that strategy would be affected by the overall direction of the company as 
specified within the corporate mission. Also the corporate strategy components of 
growth, competitive advantage and synergy would also relate to such a decision. 
Collaboration with another company that could provide expertise in marketing, or 
indeed any other business area, could be similarly affected by corporate strategy. The 
purpose element of the corporate mission would provide the guideline for such a 
strategy, but the overall level of synergy within the company would give a major 
indication of the need to adopt a collaboration strategy Finally, internal development 
meant that the company did not need to involve other companies, so that the 
marketing operations were developed by the company through its own resources. 
Adoption of such a strategy would again be affected by the purpose element of the 
corporate mission, the level of synergy and also the stipulated rates of growth. 
2,7.5 Timing 
Here the component related to the point in time at which the other components of the 
marketing strategy were to be implemented, and the points in time when particular 
tactics within the marketing mix were to be implemented. One approach here is was 
to link the strategy of competitor's activity, as, for example, outlined by Jain (1981). 
Here the strategy could be, to be first to implement, or to be early but following the 
first company, or to take a laggard position, being one of the last companies to 
implement. Here the competitive advantage of corporate strategy was likely to have a 
bearing, as was the purpose element of the corporate mission. Another approach of 
selecting time was to follow relevant indicators from the external environment. These 
could range from economic indicators to industry trends to seasonal trends to trade 
exhibitions. Here there was probably less effect from the corporate mission and 
strategy, although the immediacy of required growth would be needed, to be 
considered. The timing component of marketing strategy also related to selecting the 
optimum time required to exploit a particular market or market segment. Abel (1978) 
identified the importance of recognising the time period associated with a particular 
opportunity within a market, which he labelled as the 'strategic window'. Here he 
offered an approach in the decision-making process, to determine when the particular 
implementation of strategy or tactics should take place. Here there could be 
consideration of the corporate strategy, in relation to the immediacy of required 
growth, the impact on such a strategic window of the corporate approach to 
competitors and the level of synergy within the company. 
2.8 Marketing Strategy Research 
Marketing Strategy research has primarily been focussed in either one of two arenas: 
marketing strategy fonnulation or market strategy implementation. Marketing strategy 
fomiulation research examined the impact of certain variables on the development of 
marketing strategies themselves. In addition, the stream of research tends to focus on 
what should be done in practise or what role strategy played in practise as stated by 
Mintzberg (1994). On the other hand, marketing strategy implementation research 
treated the strategy as given, and examined the outcomes attributed to successful 
implementation of strategy. The focus of this research falls within the marketing 
strategy analysis domain and concentrates on the ability to effectively study marketing 
strategies for emerging competitive scenarios in the Indian car industry. Effectiveness 
of marketing strategy analysis comprised of three components: (1) marketing strategy 
performance. (2) marketing strategy creativity, and (3) marketing strategy 
improvisation. 
2.8.1 Marketing strategy performance was defined as the extent to which a firm 
was able to develop a comprehensive marketing strategy for their product and 
services. 
2.8.2 Marketing strategy creativity was defined as the extent to which the strategic 
plan developed by the firni in an effort to commercialize a new idea represented a 
meaningftil difference from marketing practices within the industry as illustrated by 
Andrews and Smith (1996). The process of creativity has been shown towards 
enhancing performance through a focus on identifying problems, developing 
hypotheses, opening communication of ideas with others, and challenging the status 
quo as idenfified by Gilson and Shalley (2004). 
2.8.3 Marketing strategy improvisation was defined as the degree of change in the 
marketing strategy fomiulation over time and was built around and earlier definition 
by Brown and Eisenhardt (1997) that described improvisation as a means of creating 
while simultaneously adapting to changing markets and technologies. Improvisation 
occurred when an organisation faced a situation that it was perceived as being 
unexpected and without a pre planned course of action and yet perceived, as requiring 
a course of action. (Moonnan and Miner 1998a, 1998 b; Weick 1993, 1998). Thus, 
improvisation was influenced by both environmental uncertainty and real-fime 
infomiation flows. In uncertain environments, firms may find improvisation necessary 
in order to survive. Organisations that maintain access to internal and external 
information were more likely to be exposed to unexpected real-time infomiation that 
may trigger improvisation. 
2.9 Marketing Strategy Models 
At the organizational level, marketing provides both perspectives and information to 
help management decide on what the mission of the corporation should be, what 
strategies of growth it might have, and how it must develop and manage its portfolio 
of business. The resulting corporate policies provide guidelines for development of 
strategy at each business division. And, at the lowest level the managers of each 
product and /or market within each division develop their own marketing strategies 
within the context of the policies and constraints developed at divisional levels. 
The evaluation and selection of strategic options at (1) the product market level; (2) 
the strategic business unit level (which include a number of product/market units); 
and (3) the corporate level (which can include a number of strategic business units) 
The models and processes that are often employed in the development of marketing 
strategy and marketing-driven business (and corporate strategy) can be divided into 
three sets of models. 
1) A traditional assessment of marketing opportunities and business strengths, 
including: 
a) analysis of opportunities and threats; 
b) analysis of business strengths and weaknesses. 
2) Marketing strategy analysis including: 
c) segmentation and positioning analysis which provide the foundation 
for the selection of target segments and product-positioning. 
d) opportunity analysis linking the segments/ positioning to market 
opportunities and business strengths / weaknesses; 
e) synergy analysis focusing on the positive and negative synergies in 
advertising, distribution, manufacturing and so on, among products, 
segments and marketing mix components; 
f) functions requirements analysis which include the specification of the 
key success factors in each segment/ positioning and the companies 
competencies and abilities to satisfy those requirements; 
g) portfolio analysis, the analytical core of the process providing an 
integrated view of the product, market segments and business. 
3) Generation and evaluation of objectives and strategies, including: 
h) generation of objectives and strategies; 
i) evaluation of objectives and strategies; 
j) implementation, monitoring and control of the program. 
The range of analytical approaches and models that underlie these ten phases 
highlight the broad scope of marketing strategy models. (Lilen, Kotler and Moorthy 
1992) discussed seven types of models that were designed to overcome the seven key 
limitations of current marketing strategy efforts. The seven model category they 
discussed and the limitations they attempted to overcome are highlighted in Table 3. 
The types of models that (Lilen, Kotler and Moorthy, 1992) discussed, included 
BRANDAID, ADVISOR, the PIMS ROI PAR model, the Analytical Hierarchy 
Process, portfolio modes and others. A number of leading marketing scholars aimed at 
identifying key marketing strategy models elicited these models and other models 
such as ASSESSOR ( Silk and Urban, 1978; IRI, 1985), BASES (Burke Marketing 
Services, 1984), NEWPROD (Cooper, 1988), and POSSE (Green, Carroll & 
Goldberg, 1981). 
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Table 3: Limitations of typical Marlteting Strategy and Modeling Solutions 
Limitation of typical 
marketing strategy 
(Wind and Robertson 1993) 
1. Improper analytic focus 
2. Functional isolation 
3. Ignoring synergy 
4. Short run analysis 
5. Ignoring competition 
6. Ignoring interactions 
7. Lack of integrated view 
The modeling solution 
Market definition and market structure 
Integration, especially models of cost dynamics(scale 
and experience effects) 
Marketing-mix/product-line methods 
Dynamic models, especially product lifecycle analysis 
models 
Competitive-analysis models 
Proper market-definition models 
Integrated models including shared-experience models 
such as PIMS, product-portfolio models and nomiative 
resource-allocation models 
.(source: adapted from Lilen, Kotler and Moorthy [1992, pp.508-509]) 
Most of these models have been around for at least a decade. They include both 
models that focus on a specific element of the marketing mix and models that address 
business strategy issues. But they are not commonly used by management as they do 
not address the key strategic issues facing management. The most challenging part of 
strategy are problem definifion and generation of strategic options where these models 
fail to help. 
Many of the models and especially those based on market data, may provide 
some useful input to the decision, but do not facilitate the process of making 
the strategic choice, Most of the models do not address the current key concerns of 
top management such as the introduction of quality, 'engineering' key processes, 
becoming customer-driven, time-based competition, capitalizing on the enormous 
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advances in infonnation technology, globalization of customer and resource markets, 
and the shift from hierarchical to less hierarchical cross-functional team-empowered 
organizations. 
These concerns have led to a growing gap between the supply of marketing-science-
based strategy models and the demand for and use of these models. The gap is 
especially striking given the advances in marketing science, and the increasing 
receptivity and concern by management with the need to become more customer-
oriented. 
Following is a taxonomy of strategy models referred to as traditional' OR/MS models. 
And a review of what is currently available. Also some non-traditional models, aimed 
at addressing some of the barriers to use, are highlighted. This further demonstrates 
the value of some of these non-traditional approaches providing a vision for strategy 
models which can be applicable in the 21st century management scenario. 
2.9.1 Concepts of Competitive Advantages 
Concept of competitive advantage being central in discussions of business strategy 
has been reviewed in strategy literature mostly with the common theme of value 
creation for the finn. 
Porter says "competitive advantage is at the heart of a firm's perfonnance in 
competitive markets" and further states "how a firni can actually create and sustain a 
competitive advantage in an industry and how it can implement the broad generic 
strategies"'. Thus, competitive advantage means having low cost, differentiation 
advantage or a successful focus strategy. In, addition Porter also adds that 
"competitive advantage grows fundamentally out of a value, a fimi is able to create 
for its buyers that exceeds the firm's cost of creating it". 
Peteraf (1993) defines competitive advantage as a "sustained above normal returns", 
defining imperfectly mobile resources as those that are specialized to the fimi and 
notes that such resources " can be source of competitive advantage" because, "any 
Ricardian or monopoly rents generated by the asset will not be offset entirely by 
accounting for the asset's opportunity cost"( i.e., its value to other) 
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Barney (2002: 9) states that "a firm experiences competitive advantages when its 
actions in an industry or market actions in an industry or market create economic 
value and when few competing firms are engaging in similar actions". Barney further 
goes on to link competitive advantage to performance, arguing "a finn obtains above-
normal perfonnance. when it generates greater -than- expected value from the 
resources it employs." 
Saloner, Shepard and Podolny say ''most forms of comipetitive advantage mean either 
that a firm can produce some service or product that its customer value than those 
produced by competitors or that it can produce its service or products at a lower cost 
than its competitors." They also state that " In order to prosper, the finn must also be 
able to capture the value it creates. In order to create and capture value the finn must 
have a sustainable competitive advantage." 
John Kay (1993:14) defines distincdve capabilities as ones derived from 
characteristics that other lack and which are also sustainable and appropriable. " A 
distinctive capability becomes a competitive advantage when it is applied in the 
industry or brought to the market." Kay [p. 194] measures the value of competitive 
advantage as valued added, with the costs of physical assets measured as the cost of 
capital applied to replacement costs. 
Harvard Professor Michael E Porter's book "Competitive Advantage- Creating and 
Sustaining Superior Performance "(Free Press) was published in the year 1985 as the 
essential companion to "Competitive Strategy- Techniques for Analyzing Industries 
and Competitors" (Free Press). While the book Competitive Advantage concentrates 
on the finn , the other book Competitive Strategy concentrates on the industry. 
( Competitive Advantage- Creating and Sustaining Superior Perfonnance " , Free 
Press, page xv) 
Competifive Advantage- Creating and Sustaining Superior Performance introduces the 
concept of the value chain a general framework for thinking strategically about the 
activities involved in any business and assessing their reladve cost and role in 
differentiation. The difference between value, that is, what buyers are willing to pay 
for a product or services and the cost of performing the activities involved in creating 
it , detennines profits. The value chain provides a rigorous way to understand the 
sources of buyer value that will command a premium price, and why one product or 
services substitutes for another. A strategy is an internally consistent configuration of 
activities that distinguishes a firm from its rival. .( Competitive Advantage- Creating 
and Sustaining Superior Performance " , Free Press, page xvi) 
The activity- based view of the fimi also provides the foundation for thinking about 
strategy across multiple businesses. Competitive Advantage- Creating and Sustaining 
Superior Performance explores the role of complementary products or services in 
competition and competitive advantages in some industries.( Adam Brandenburger 
and Barry Nalebuff , in Co-opetition ( Currency/Doubleday, New York ,1996)). 
Activities also provides the basic tools for examining the competitive advantages or 
disadvantages of diversification. The ability to add value through competing in 
multiple business can be understood in tenns of sharing activities or transferring 
proprietary skills across activities. This allows the elusive notion of synergy to me 
made to be made concrete and rigorous. Competitive Advantage- Creating and 
Sustaining Superior Perfonnance explores these questions as well as the 
organizational challenges of cross business collaborations( these notions were 
developed further in M.E. Porter, " From Competitive Advantage to Corporate 
Strategy" Harvard Business Review , May- June 1987) .( Competitive Advantage-
Creating and Sustaining Superior Performance " , Free Press, page xvi) 
Competitive advantage is at the heart of a firm's perfomiance in competitive market 
after several decades of vigorous expansion and prosperity, however, many finns, lost 
sight of competitive advantage in their Sustainable Competitive Advantages able for 
growth and pursuit of diversification. Competitive advantage is about how a finn puts 
the generic strategies into practice. Competitive advantage grows fundamentally out 
of the value a fimi is able to create for its buyer. (Competitive Advantage- Creating 
and Sustaining Superior Perfonnance " , Free Press, page xvi) 
Competition is at the core of the success and failure of finns. Competition detemiines 
the appropriateness of a firm's activities that can contribute to its perfonnance, such 
as innovation, a cohesive culture, or good implementation. Competitive strategy aims 
to establish a profitable and sustainable position against the forces that detennine 
industry competition. Two central questions underlie the choice of competitive 
strategy , the first is the attractiveness of the industry for long term profitability and 
the factors that determine it. The second central question in the competitive strategy is 
the detenninants of relative position within the industry. Both the questions are 
dynamic; industry attractiveness and the compefitive position change. Industries 
become less or more attractive over time, and the competitive position reflects and 
unending battle among competitors. (Competitive Advantage- Creating and 
Sustaining Superior Perfomiance " , Free Press, Chapter-1 page 1-2) 
The first fundamental determinants of a finn's profitability are industry attractiveness. 
In any industry, whether it is domestic or international or produces a product or 
services, the rules of competition are embodied in five competitive forces: the entry of 
new competitors, the threat of substitute, the bargaining power of buyers, the 
bargaining power of suppliers and the rivalry among the existing competitors. 
(Competitive Advantage- Creating and Sustaining Superior Performance " , Free 
Press, Chapter 1 page 4) 
The collective strength of these five competitive forces detennines the ability of firms 
in an industry to earn, on average, rates of return on investment in excess of the cost 
of capital the strength of the five forces varies from industry to industry, and can 
change as an industry evolves. The result is that all industries are not alike from the 
standpoint of inherent profitability. In industries where the five forces are favorable 
many competitors earn attractive returns. Industry profitability is not a fijnction of 
what the product look like or whether it embodies high or low technology, but of 
industry stiaacture. 
The five forces determine the industry profitability because they influence the prices, 
costs and required investment of finns in an industry- the elements of return on 
investment. The strength of each of the five competitive forces is a fijnction of 
industry structure or the underlying economic and technical characteristics of an 
industry. Industry structure is relatively stable, but can change over time as an 
industry evolves. Structural change shifts the overall and relative strength of the 
competitive forces, and can thus positively or negatively influence industry 
profitability. In any particular industry, not all the five forces will be equally important 
and the particular structural factors that are important will differ. Every industry is 
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unique and has its own unique structure. .( Competitive Advantage- Creating and 
Sustaining Superior Perfomiance " , Free Press, Chapter Ipage 6-7). 
2.9.2 Porter's 5 Forces and Industry Analysis 
Porter's hidustry Analysis is providing a framework using the outside-in perspective. 
The analysis starts with an investigation of the external environment. It argues that 
companies have to understand the rules of competition that determine industry 
attractiveness in order to be successful on the market. The crucial goal of each 
company is to be able to deal with the rules of competition and if possible to change 
them in order to make them fit to their own objectives. According to Porter (1980), 
the rules of competition are presented in five competitive forces: 
• The entry of new competitors 
• The threat of substitutes 
• The bargain power of buyers 
• The bargaining power of suppliers 
• The rivalry among the existing competitors 
In general, the five forces are the same for all industries on domestic and international 
markets; however their strengths may differ in each context. Their power can also 
change as an industry evolves. "The five forces determine the industry's profitability 
because they influence the piices, costs and required investment of firais in an 
industry - the elements of return on investments" (Porter, 1980, p. 28). 
As can be seen in the figure illustrated below, the five forces have an impact on 
competition. They will be introduced regarding Porter's ideas. 
Figure 8. Porter's 5 Forces - Elements of Industry Structure 
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2.9,2a The entry of new competitors 
Prices and investment structures are influenced by the threat of new entrants. It 
depends on the current entry barriers and reaction of present competitors if new 
entrants have a chance to enter the existing market. 
There are seven major entry barriers: 
• Economies of Sustainable Competitive Advantages 
• Product differentiation 
• Capital requirements 
• Switching costs 
• Access to distribution channels 
• Cost disadvantages independent of Sustainable Competitive Advantages 
Government policy 
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Newcomers are in a very difficult position if the entry barriers are high (which makes 
the threat of entry low) (Porter 1980). 
2.9.2b The threat of substitutes 
All finns in the industry are competing with industries producing substitute products. 
Substitutes limit the potential returns of an industry by offering replacement for the 
original products. Substitutes are very dangerous especially if they can serve the 
needs as well as the original product for lower price (Porter 1980). 
2.9.2c The bargaining power of buyers 
Buyers compete in the industry by pushing down the prices, bargaining for higher 
quality and more service and placing competitors against each other. According to 
Porter (1980), buyers are powerful if the following circumstances arise: 
• They are concentrated or purchase large volumes relative to seller sales 
• The products they purchase from the industry represents a significant fraction 
of the buyer's costs or purchases 
• The products they purchase from the industry are standard or undifferentiated 
• They face low switching costs 
• They earn low profits (with the purchased goods) 
• They pose a credible threat of backward integration 
• The industry's product is unimportant to the quality of the buyers' products or 
services 
• They have ftill information 
The power of buyers depends on the market and industry situation. 
2.9.2d The bargaining power of suppliers 
The suppliers can use bargaining power by raising prices or reducing the quality of 
goods and services that they are providing. Supplier groups possess control if the 
following apply (Porter, 1980): 
• It is dominated by a few companies and is more concentrated than the industry 
it sells to 
• It is not obliged to contend with other substitute products for sale to industry 
• The industry is not an important customer of the supplier group 
• The suppliers' product is an important input to the buyer's business 
• The supplier group's products are differentiated or it has built up switching 
costs 
• The supplier group poses a credible threat of forward integration. 
The conditions making suppliers powerftil are very similar to the ones that were 
mentioned in the buyers power case. 
2.9.2e The rivalry among existing competitors 
Rivalry among competitors takes place when competitors feel the pressure or see the 
opportunity to improve their position. 
As stated in Porter (1980), intense rivalry is the result of a number of interacting 
structural factors: 
• Numerous or equally balanced competitors 
• Slow industry growth 
• High or fixed storage costs 
• Lack of differentiation of switching costs 
• Capacity augmented in large increments 
• Diverse competitors 
• High strategic stakes 
• High exit barriers 
The companies use the traditional tools as price competition, advertising battles, and 
product introductions, increase customer service and warranties to achieve the best 
position on the market (Porter, 1980). 
Firms through their strategies can influence the five forces. If a firm can shape 
structure, it can fundamentally change an industry's attractiveness for better or for 
worse. Many successful strategies have shifted the rules of competition this way (de 
Wit & Meyer, 2001). 
Porter's described analysis provides an uncomplicated overview of the competitive 
environment of an industry. It can also be used to generally introduce an industry 
structure. However, it does not provide the researcher with a framework that can be 
used to study the complete range of existing interacting relationships, e.g. for the 
supply chain. It does not cover the issues of partnerships and networks within an 
industry nor does it mention the importance of resources in depth. Consequently, the 
model may not be deep enough for some purposes. However, it offers a practical base 
to briefly introduce the Indian car industry. 
2.9.2.f Government as a force in Industry Competition 
Government has been discussed in terms of its possible impact on entry barriers, but 
in the 1970s and the 1980s government at all level must be recognized as potentially 
influencing many , if not all aspects of industry structure both directly and indirectly. 
In many industries government is the supplier or buyer and can influence industry 
competition by the policies it adopts. Many times government's role as a supplier or 
buyer is determined more by political factors than by economic circumstances, and 
this is probably is a fact of life. Government regulation can also set limits on the 
behavior of firais as suppliers or buyer. 
Government can also affect the position of an industry with substitutes through 
regulation s, subsidies or other means. Government can also affect rivalry among 
compefitors by influencing industry growth, the cost structure through regulations, 
and so on. 
2.10 Generic Strategies by Porter 
"Finn's relative position within an industry is another important question when it 
comes to competitive strategy. Positioning determines whether a finn's profitability is 
above or below the industry average" (Porter, 1985, p. 40). In other words, a company 
that is able to position itself well may be very profitable even though the industry 
structui-e is unfavorable. Such situation can be achieved by following one of the three 
generic strategies (Porter, 1985): 
1. Cost leadership 
2. Differentiation 
3. Focus 
Basically, strategy is about two things: deciding where you want your business to go, 
and deciding how to get there. A more complete definition is based on competitive 
advantage, the object of most corporate strategy: 
Competitive advantage grows out of value a firm is able to create for its buyers that 
exceeds the firm's cost of creating it. Value is what buyers are willing to pay, and 
superior value stems from offering lower prices than competitors for eqidvalent 
benefits or providing unique benefits that more than offset a higher price. There are 
two basic types of competitive advantage: cost leadership and differentiation. 
- Michael Porter, Competitive Advantage, 1985, p,3 
Figure 9. Competitive Advantage of Finn - Generic Strategies 
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source : Porter, 1985, p. 46 
Generic Strategies (as adapted from: Porter, 1985, p. 46) 
As can be seen in the figure above, the first two generic strategies, Cost Leadership 
and Differentiation, apply to a broad target segment whereas the last generic strategy 
•••: ,:^3\-^.:<-\ 
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concentrates on a narrow target segment. However, only the focus strategy may be 
applied to both, low cost position and differentiation. 
2.10.1 Cost Leadership 
In cost leadership strategy the aim is to become the low cost producer in the industry. 
When following a cost leadership strategy a company typically operates on a broad 
scope, providing various products/services in many industry segments. "This strategy 
requires aggressive construction of efficient facilities, vigorous pursuit of cost 
reductions from experience, tight cost and overhead control, avoidance of marginal 
customer accounts, and cost minimization in areas like R&D, service, sales force, 
advertising etc. (Porter 1980, p. 48)." 
Achieving a low cost position and maintaining it brings along above average returns 
in its industry even if strong competitors exist. Cost leadership provides the fimi with 
competitive advantage as lower costs imply higher returns. A low cost position also 
defends the finn against powerful buyers as they can make use of their power only to 
the level of the lowest price on the market. It provides a protection against suppliers 
as the low cost makes the company more flexible to fight increasing costs. The facts 
leading to the favorable low cost position also offer significant entry baixiers due to 
cost advantages and economies of Sustainable Competitive Advantages (Porter, 
1985). 
In short, low cost position can be successfully applied to protect firni against all five 
competitive forces. According to Porter (1985), once the low cost leadership is 
achieved it provides high margins, which can be invested in new equipment and 
modem facilities in order to sustain the leading position. 
2.10.2 Differentiation 
The second generic strategy is differentiation. In a differentiation strategy, a company 
is also operating at a broad scope but looking for a product or service that is perceived 
as unique in the industry and is widely valued by customers. A firni is compensated 
for its exclusivity by a premium price. The types of differentiation are diverse in each 
industry It can be based on the product itself, the delivery system or a wide range of 
other factors. It is very important to say that this approach does not allow the firm to 
ignore costs, however, the costs are rather a secondary strategy target (Porter, 1985). 
According to Porter (1985), the company that achieves differentiation is a possible 
candidate for earning the above average returns in the industry as it creates a 
relatively secure position in the market. A 'differentiation position' protects a 
company against competitors due to customer loyalty, which results in low price 
sensitivity. It also increases margins that keep the firm away from the need for low 
cost position and makes it possible to deal with supplier power. Furthermore, the 
customer faithfiilness and the need for a competitor to overcome uniqueness provide 
high entry barriers. 
In comparison to cost leadership there can be more than one player pursuing 
differentiation strategy within one industry if there are a number of elements that are 
broadly valued by customers (Porter, 1985). 
2.10.3 Focus 
The last generic strategy is called 'focus'. This strategy is to some extent different 
from the other two because it focuses on a very narrow competitive range within an 
industry. The companies pursuing this approach (the focusers) select a segment or 
group of segments within the industry. They shape their strategy to serve their narrow 
strategic target more effectively and efficiently than the players that are competing on 
a broader Sustainable Competitive Advantages. Therefore, firms achieve 
differentiation either because of being able to meet the needs of a certain target or due 
to lower cost in serving this target or even both. Even though the focus strategy does 
not achieve low cost strategy or differentiation from the perspective of the market as a 
whole, it does achieve one or both of these positions vis-a-vis its narrow market target 
(Porter, 1985). 
A focuser takes advantage of competitors that are either under-performing or over 
perfonning the market in meeting the needs of certain segment. This gap in the 
industry opens opportunities for focus strategies. However, the focus strategy always 
involves some limitations on the overall market share. Focus necessarily comes along 
with trade-offs between profitability and sales volume. Similarly as the differentiation 
strategy the overall cost position is very tricky to achieve at this level of strategy 
(Porter, 1985). 
2.10.4 Stuck in the Middle 
There are certain dangers/risks embedded in each of the three generic strategies. One 
of them is called 'Stuck in the Middle'. 
A finn that tries to be successful in all generic strategies at the same time but fails to 
achieve any of them is 'Stuck in the Middle' and has no competitive advantage. A firm 
that ends up in such a position is in a great disadvantage as the cost leader, 
differentiators and focusers will be in a better position to compete in any segment 
(Porter, 1985).. 
According to Porter (1985), becoming 'Stuck in the Middle' is often a manifestation 
of film's unwillingness to make choices about how to compete. The company stuck in 
the middle has to make a major strategic decision and choose one of the generic 
strategies. It either has to achieve cost leadership or else it must change direction and 
look for a particular target (focus) or accomplish some uniqueness (differentiation). 
The choice between these options depends on the finn's abilities, limitations and 
opportunifies (Porter, 1985). 
Traditionally, researchers argued that a high relative market share leads to a high 
return on investment (de Wit & Meyer, 2001). However, Porter pointed out that 
companies with a low relative market share had a great chance to be successful. These 
could achieve a higher return on investment by providing niche products for premium 
prices. This relationship is illustrated in the figure above. 
Out of the three mentioned generic strategies the focuser is most likely the one that 
ends up being 'Stuck in the Middle'. Focus brings along a limited potential sales 
volume, which can lead to loss of control and forgetting what stands behind the 
success. In general, a firm is usually better off finding new industries where it can use 
its generic strategy again focusing on medium price targeting customers who are not 
able to purchase the premium price product but do not want to resign from the whole 
range of services and features (Buzzel & Bradely, 1997 in: de Wit & Meyer, 2001). 
Hence, this idea of being 'Stuck in the Middle' should not be taken as a general rule. 
Porter also provides a connection between positioning strategies and the three generic 
strategies (cost leadership, differentiation and focus). He states, "each position can 
fonn the basis for a narrow- or broad based approach" (Porter, 1996, p. 5), Companies 
may have a broad target and serve a wide range of customers with common needs and 
wants. These companies ignore the specific needs of particular customer groups. On 
the other hand, companies may be focused and serve customers who are over-served 
and over-charged or even under-served and hence under-charged by broadly based 
competitors. 
2.10.5 Discussion on the Generic Strategies 
Requirements of the Generic Strategies 
Porter (1980) provides the commonly required skills and resources and common 
organizational requirements for implementing the strategies. The generic strategies 
also imply differing organizational arrangements, control procedure and inventive 
systems. As a result , sustained commitment to one of the strategies as the primary 
target is usually necessary to achieve success. 
Table 4. Generic Strategies- Skills required and Organizational Requirements 
Generic 
Strategy 
Overall Cost 
Leadership 
Differentiation 
Focus 
Commonly Required skills and 
Resources 
• Sustained capital investment 
and access to capital 
• Process engineering skills 
• Intense supervision of labor 
• Product designed for ease of 
manufacturing 
• Low cost distribution system 
• Strong marketing abilities 
• Product engineering 
• Creative flair 
• Strong capability in basic 
research 
• Corporate reputation for 
quality or technological 
leadership 
• Long tradition in the industry 
or unique combination of skills 
drawn from other businesses 
• Strong cooperation's from 
channel 
• Combination of the above 
policies directed at the 
particular strategic target 
Common Organizational 
Requirement 
• Tight Cost control 
• Frequent detail control 
report 
• Structured organization 
and responsibility 
• Incentives based on 
meeting strict 
quantitative targets 
• Strong coordination 
among functions in 
R&D , product 
development and 
marketing 
• Subjective 
measurement and 
incentives instead of 
quantitative measures 
• Amenities to attract 
highly skilled labor or 
creative people 
• Combination of the 
policies directed at the 
particular strategic 
target 
Table 5. Generic Strategies and Industry Forces 
Entry Barriers 
Buyer Power 
Supplier Power 
Rivalry 
Threat of 
Substitute 
Cost Leadership 
Ability to cut price in 
retaliation deters 
potential entrants 
Ability to offer lower 
price to potential 
buyers 
Better insulated from 
powerfiil suppliers 
Better able to 
compete in price 
Can use low price to 
defend against 
substitute 
Differentiation 
Customer loyalty can 
discourage potential 
entrants 
Large buyers have less 
power to negotiate 
because of few close 
alternatives 
Better able to pass the 
supplier price to the 
buyers 
Brand loyalty to keep 
customers from rivals 
Customers become 
attached to differentiating 
attributes reducing threat 
of substitute 
Focus 
Focus develop core 
competencies that 
can act as entry 
bamers 
Large buyers have 
less power to 
negotiate because 
of few close 
alternatives 
Suppliers have 
power because of 
low volume but a 
differentiation 
focused firm is 
better able to pass 
on suppliers price 
increase 
Rivals cannot meet 
differentiation 
focused customer 
needs 
Specialized 
products and core 
competencies 
protect against 
substitute 
Risk of Generic Strategies 
Porter (1980) highlights on the risk in pursuing the generic strategies. They are 
basically two, first, failing to attain or sustain the strategy; second, for the value of the 
strategic advantage provided by the strategy to erode with the industry evolution. 
Risk of Overall Cost Leadership 
• Technological changes that nullifies past investment or learning; 
• Low cost learning by industry new comers or followers through intimations or 
through their ability to invest in state of the art facility 
• Inability to see required product or marketing change because the attention is 
placed on the cost; 
• Inflation in costs that nan-ow the finns ability to maintain enough of a price 
differential to offset competitors brand images or other approaches to 
differentiation. 
Risk of Differentiation 
• The cost differential between low cost competitors and the differentiated firm 
becomes too great for differentiation to hold brand loyalty. Buyers thus 
sacrifice some of the features, services or image possessed by the 
differentiated finn for large cost saving; 
• Buyer's need for the differentiating factors falls. This can occur when buyers 
become more sophisticated; 
• Imitation narrows perceived differentiation a common occurrence as industries 
matures; 
Risk of Focus 
• The cost differential between broad range competitors and the focus fimis 
widens to eliminate the cost advantages of serving a narrow target or to offset 
the differentiation achieved by the focus; 
• The differences in desired products or services between the strategic target and 
the market as a whole narrows; 
• Competitors find submarket within the strategic target and out focus the 
focuser. 
2.11 Competitive Advantages of Firm 
Industry analysis was chosen as a tool for presenting the car manufacturing industry. 
The model presented would be based on Porter's framework. It introduces five forces 
of competition: bargaining power of buyers and suppliers, threat of subsfitute 
products/services, potential entrants and existing rivalry. The model was chosen in 
order to analyze the current stage of the Indian car industry. It easily enables the 
reader to get an overview of the major players within the industry and to understand 
its recent developments. 
Following, the SWOT Analysis will be presented as it combines the external and 
internal view of the perspectives mentioned before. 
After the examination of the general strengths and weaknesses Porter's three generic 
strategies will support us in understanding the positioning of the companies in terms 
of their pricing policy and service standard. Therefore the aspects of cost leadership, 
differentiation and focus will be explained in detail 
Further, some theoretical aspects of positioning will be introduced. The different 
MARKETING strategies of the Indian car companies will result from their favored 
generic strategy. Illustrating where the companies are currently positioned and 
presenting their strategies will provide an understanding of recent events within the 
whole industry. Since we are covering all the mature CAR companies we hope to be 
able to draw conclusions about the industry's COMPETIVE MARKETING 
SENARIO. 
To examine the strategies from an external perspective, positioning, SWOT Analysis 
and Porter's three generic strategies are applied whereas the background knowledge 
of alliances are used to evaluate the strategies from an internal perspective. Porter's 
framework on the industry analysis is used to demonstrate the competing players 
relative positioning in the small car industry. 
Chapter-3 
REVIEW OF LITERATURE 
i i 
Chapter 3 
Review of Literature 
Chapter Outline 
This chapter presents an exhaustive hterature review of marketing strategy 
dimensions in context of Indian and international industries. The discussion in this 
chapter is centered on how to have a deeper and exhaustive understanding of 
marketing strategy, the various interacting dimensions viz. marketing mix 
strategies and their overall application in shaping the competitive advantage for 
the different industries. This being the core objective of literature review for this 
research. Furthennore the chapter explores the topic specific to the B segment cars 
within the Small Car segment of the Indian Car industry from both the industry as 
well as consumer's perspective. 
3.1 Dimensions of the Indian Car Industry 
Automobile is one of the priority sectors of Government of India. Due to growing 
domestic automobile market and the export policy of Government of India, the 
automobile industry is poised to grow fast. Another factor which impacts on 
motor vehicle sales, is that an increasing number of manufacturers are competing 
to supply a market of the same size. In this environment, global giants are using 
outsourcing as a means to cut the cost to gain competitive advantage. In this 
scenario Indian companies like Maruti Udyog Limited have emerged as leaders in 
Indian automobile industry. India having all the potential is poised to emerge as 
world hub for manufacturing small cars. In the value chain distribution and car 
dealers are an important link in automobile marketing. They play crucial role in 
growth of the industry. 
Society of Indian Automobile Manufacturers (SIAM), 1999 reported in its study 
that the scenario in domestic Indian Automobile Industry is quite different from 
the Global Automobile Industry. The industry actually developed in two clear 
stages.the Maruti era (1983) and the post liberalization era (1992). Compared to 
the global automobile sector, where substantial research has been done, very little 
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empirical research has been conducted on the Indian automobile industry, 
developed a set of recommendations for developing Indian automobile industry. 
3.1.1 Competitiveness Factors of Indian Auto Industry 
As noted by NMCC (2006), competitiveness of manufacturing sector is a very 
broad multi-dimensional concept that embraces numerous aspects such as price, 
quality, productivity, efficiency and macro-economic environment. The OECD 
definition of competitiveness, which is most widely quoted, also considers 
employment and sustainability, while being exposed to international competition, 
as features pertaining to competitiveness. There are numerous studies on auto 
industry in India, published by industry associations, consultancy organisations, 
research bodies and peer-reviewed journals. 
3.1.1a. Global Comparisons 
The Investment Information and Credit Rating Agency of India (ICRA, 2003) 
studies the competitiveness of the Indian auto industry, by global comparisons of 
macro environment, policies and cost structure. This has a detailed account on the 
evolution of the global auto industry. Cost efficiency being the only real means in 
as mature an industry as automobiles to retain or improve market share, global 
auto manufacturers have been sourcing from the developing countries. India and 
China have emerged as favourite destinations for the first-tier OEMs since late 
1980s. 
ICRA (2004a) analyses the implications of the India-ASEANs Free Trade 
Agreements for the Indian automotive industry. ASEAN economies are globally 
more integrated than India. The cun-ent size of Indian and ASEAN market for 
automobiles is more or less the same but the Indian market has a larger growth 
potential than the ASEAN market due to the low level of penetration. The labour 
cost is low in India but the stringent labour regulations erode this advantage. 
ASEAN-member-based companies. Similar findings are noted in a study by the 
Automotive Component Manufacturers Association of hidia (ACMA, 2004), 
particularly in comparison with Thailand. 
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ICRA (2005) studies the possible impact of FTA with South Africa on the Indian 
automobile industry. The study finds that there are a few policies in South Africa 
that indirectly subsidise the auto industry, unlike India, in terms of financial 
grants. Hence it is suggested that India could minimize losses only if it goes for 
inclusion of certain auto components, which involve huge logistic costs of 
imports, creating a natural protection (for example, stampings, glass, seats, 
plastics and tyres) and those in which India enjoys economies of scale and is cost-
competitive (e.g. castings and forgings) in this FTA. 
3.1.1b. Policy Environment and Evolution of Indian Auto Industry 
In this section, studies on the policy environment pertaining to the Indian auto 
industry and its evolution over the years have been reviewed. 
D'Costa (2002) found that MUL's success is in ternis of scale economies, first-
comer advantage, affordability, product novelty, consumer choice, financing 
schemes and extensive servicing networks would have performed as well, even in 
the absence of bureaucrafic support. D'Costa has other criticisms about Pingle 
(2000). The major shortcoming of Pingle's study is that it ignores the issues 
related to sector specific technologies and regional differences across the country. 
Piplai (2001) examines the effects of liberalisation on the Indian vehicle industry, 
in tenns of production, marketing, export, technology tie-up, product upgradation 
and profitability. Till the 1940s, the Indian auto industry was non-existent, since 
automobile were imported fi^om General Motors and Ford. In early 1940s, 
Hindustan Motors and Premier Auto started, by importing know-how from 
General Motors and Fiat respectively. Since the 1950s, a few other companies 
entered the market for two-wheelers and commercial vehicles. However, most of 
them either imported or indigenously produced auto-components, till the mid-
1950s, when India had launched import substitution programme, thereby resulting 
in a distinctly separate auto-component sector. 
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In August 2006, a Draft of Automotive Mission Plan Statement prepared in 
consultation with the industry was released by the Ministry of Heavy Industries 
and Public Enterprises. This was finally released as a report in December 2006. 
This document draws an action plan to take the turnover of the automotive 
industry in India to US$145 billion by 2016, accounting for more than 10 per cent 
of the GDP and providing additional employment to 25 million people, by 2016. 
A special emphasis is laid on small cars, MUVs, two-wheelers and auto-
components. Measures suggested include setting up of a National Auto Institute, 
streamlining government / educational / research institutions to the needs of the 
auto industry, upgrading infi^ astructure, considering changes in duty structure and 
fiscal incentives for R&D. Similarly, NMCC (2006), which lays down a national 
strategy for manufacturing, recognises the importance of the Indian automobile 
and auto-component industry, particularly the latter, as a competitive knowledge-
based industry with immense employment generation potential. 
McKinsey (2005) predicts the growth potential of India-based automotive 
component manufacturing at around 500 per cent, from 2005 to 2015. This report 
describes the initiatives required from industry players, the Government and the 
ACMA to capture this potential. This study was based on interviews and 
workshops with 20 suppliers and 7 OEMs and survey with ACMA members. 
Increase in cost pressures on OEMs in developed countries, coupled with the 
emergence of skilled, cost-competitive suppliers in Low Cost Countries (LCCs), is 
likely to facilitate further acceleration of sourcing of automotive components from 
LCCs. The analysis identifies strong engineering skills and an emerging culture of 
cost-competitiveness as the major strengths of the Indian auto component sector, 
while its weaknesses include slow growth in domestic demand and structural 
disadvantages such as power tariffs and indirect taxes. 
ACMA (2006) notes that India's joining the WP (Working Party) 29: 1998 
Agreement for global hannonisation of automotive standards, coupled with the 
fiinding of National Automotive Testing and Research Infrastracture Project 
(NATRIP) by the Government of India, has increased prospects of the Indian auto 
industry rising up to global standards in the near future, in all aspects. 
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3.1.1c. Growth of Small Car Segment 
Kumar D.K. (2003) As a price sensitive nation with low incomes, small cars will 
play a large role in the Indian automotive industry in the times to come. The 
customers will prefer to buy A & B segment cars due to the obvious benefits of 
low purchase price and low operation costs. However, it is becoming a major 
challenge to produce small cars at a reasonable profit due to increasingly stringent 
regulations, intense competition, huge idle capacity and increasing customer 
expectations of quality and new products. Automobile Industry has to 
continuously upgrade and meet the challenges in order to survive in the post WTO 
world. 
3.1.Id. Technological Upgradation - A Strategic advantage 
Narayanan (1998) analyses the effects of deregulation policy on technology 
acquisition and competitiveness in the Indian automobile industry during the 
1980s and finds that competitiveness has depended on the ability to build 
technological advantages, even in an era of capacity-licensing. In a liberalised 
regime, this would depend on fiiTns' ability to bring about technological changes, 
as inferred from the behaviour of new firms in the sample considered. Further, 
vertical integration could score over subcontracting in a liberal regime. This is 
probably because of the entry of new foreign firms that produce technologically 
superior and guaranteed quality vehicles and choose to produce most of the 
components in-house.8 Narayanan (2004) analyses the detenninants of growth of 
Indian automobile firms during three different policy regimes, namely, licensing 
(1980- 81 to 1984-85), deregulation (1985-86 to 1990-91) and liberalisation 
(1991-92 to 1995- 96). Unlike the prediction by Narayanan (1998), this study 
finds that vertical integration is detrimental for growth in a liberalised regime as it 
potentially limits diversification. 
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Narayanan (2006) also finds that vertical integration plays a positive role in a 
regulated regime, while it is not conducive for export competitiveness in a liberal 
regime. 
Kathuria (1995) notes that the time-bound indigenization programme for 
commercial vehicles in the 1980s facilitated the upgradation of vendor skills and 
modifying vehicles to suit local conditions, which demand functional efficiency, 
overloading capabilities, fuel economy, frequent changes in speed and easy repair 
and maintenance. Kathuria also mentions that the choice between vertical 
integration and subcontracting crucially depends on the policy regime: In a liberal 
regime, vertical integration may not work. 
3.Lie. Productivity Elements 
Shanna (2006) analyses the perfonnance of the Indian auto industry with respect 
to the productivity growth. Partial and total factor productivity of the Indian 
automobile industry have been calculated for the period from 1990-91 to 2003-04, 
using the Divisia- Tornquist index for the estimation of the total factor 
productivity growth. He finds that the domestic auto industry has registered a 
negative and insignificant productivity growth during the last one and a half 
decade. Among the partial factor productivity indices only labour productivity has 
seen a significant improvement, while the productivity of other three inputs 
(capital, energy and materials) haven't shown any significant improvement. 
Labour productivity has increased mainly due to the increase in the capital 
intensity, which has grown at a rate of 0.14 per cent per annum from 1990-91 to 
2003-04. 
3.LLL Vendor Development, Supply Chain and Industrial Structure 
In this section, the studies that examined the aspects pertaining to local and global 
auto supply chains as well as the structure of the Indian auto industry are 
reviewed. 
Humphrey (1999) compares the impact of globalisation on supply chain networks 
in the auto industry in Brazil and India. According to Humphrey, global auto 
industry hubs were situated in three regions, namely, North America, Western 
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Europe and Japan. Brazil and India are examples of the countries which could 
develop the indigenous auto industry despite not being situated very close to any 
of these regions. Hence, Humphrey compares the auto industries in these two 
countries. This study considers auto industry as a producer-driven commodity 
chain, wherein global auto assemblers control the entire supply chain from 
components to dealerships. 
Sutton (2000) compares the auto-component supply chains in India and China, 
based on field surveys. In both these countries, the supply chain has developed 
very rapidly at the level of car makers and Tier-1 suppliers, with quality levels 
close to world standards, largely driven by the entry of multinational car makers. 
But, the Tier-2 suppliers are still not up to the global standards. The domestic 
content requirements, based on the infant industry argument, have helped the 
international car makers in enhancing the production capabilities of the domestic 
players effectively, as shown by increases in auto-component exports from India 
and China. 
Tewari (2000) studies the automotive supply chain of Tamil Nadu, based on field 
surveys. Studies such as Humphrey (1999) show that entry of global auto majors 
in India and Brazil have impeded domestic firms, because of 'follow source', 
while this study shows evidence for the fact that medium-sized firms, which 
entered in the mid-1990s in Tamil Nadu have fornied networks with smaller 
domestic suppliers and helped them upgrade their technologies. These medium-
sized suppliers require more support from the government, since they play a 
crucial role in facilitating the development of the domestic auto industry. Joint 
ventures and technical tie-ups with overseas suppliers have been the strategies that 
were followed by well-perfonning auto component manufacturers, long before the 
global auto majors entered India. These relationships and the entry of foreign 
OEMs not only promote employment and income, but also diffusion of 
technologies and knowledge to the entire supply chain, including smaller firms. 
Veloso and Kumar (2002) provide an overview of the major trends taking place in 
the global automotive industry, emphasising on the Asian market. Consumer 
preferences, government regulations and intense competition have been driving 
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the finns towards new technologies, modernisation, research and changes in 
design and production. Market saturation in Triad regions (the United States, 
Western Europe and Japan) and rapid emergence of markets in Asia have led to 
increasing diversity in market needs. As a result, there are many models and 
segments coming up rapidly. 
3.1.Ig. Research & Development and Technology Changes 
Kathuria (1996) analyses the Commercial Vehicles (CV) industry in hidia in a 
detailed manner, dwelling on the concepts of vertical integration and 
subcontracting, production technology and technological change. To evaluate the 
competitiveness of Indian commercial vehicles manufacturers in the domestic 
market, growth trends, structural trends, market shares, profitability, productivity 
ratios, prices, quality, dealer network and performance are analysed. 
Narayanan (1998) finds based on an econometric analysis, finds that 
competitiveness has depended on the ability to build technological advantages, 
even in an era of capacity licensing. This is facilitated by complementing 
imported technology with in-house R&D efforts. 
Narayanan (2004) uses two-way fixed effects estimation of the firm growth as a 
fijnction of variables capturing technology, such as R&D expenditure as a 
proportion of sales, foreign equity participation and import of capital goods. Role 
of technology depends on the technological regime in which the finn operates. In 
a licensed regime, finns with foreign equity grow faster because of better access 
to resources and technology. In a deregulated regime, import of capital goods has 
been the technology-related variable that triggered growth. In a liberal regime, 
growth is positively influenced by the intra-finn technology transfer. 
3.1.2 Strategic Actions 
3.1.2a. Market entry strategy 
Coeurderoy and Durand, (2001) found that market share of a finn is positively 
influenced by early entrants and cost leadership The order of entry strategy refers 
to the firm's or brand's timing of entry and sequence into new markets 
(Schoenecker and Cooper, 1998). It is also referred to as pioneering or eariy 
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entrant advantage. A number of research works have been done over the years to 
empirically evaluate the linkage between order of market entry and business 
performance (Robinson and Fomell, 1985; Urban et al, 1986; Lambkin, 1988; 
Robinson, 1988; Carpenter and Nakamoto, 1989; Alpert et al., 1992; Kalyanaram 
and Urban, 1992; Lambkin, 1992; Brown and Lattin, 1994; Huff and Robinson, 
1994; Murthi et al., 1996; Shankar et al., 1998; Lee et al., 2000; Alpert et al., 
2001; Rettie et al., 2002; and Mittal and Swami, 2004). These studies have been 
useful in generalizing the effect of order of market entry on business performance, 
as also in offering insights into the rationale for these linkages. Consistent with the 
recent work in this area, the present study attempts to generate more evidence for 
the growing body of research in the area of order of market entry. The 
contribution of this study lies in providing evidence from a developing country 
like India and evaluates the impact of order of market entry on business 
performance. A brief literature review on the order of entry, specifically on the 
research studies that have established linkage between order of entry and business 
performance is presented. Then, the outline of the current research for order of 
entry strategies in the Indian context is given. Finally, the results and implications 
of the research are discussed. 
3.1.2b. Market Concentration and Competitive Structure of firm 
(Kato 2005) examines the impact of competition on competitiveness in Indian 
industry. It examines the competition-related issues, following the international 
trend, in the broader framework of structure-conduct-perfonnance (SCP) 
Shiva Ramu (1998) and Roy (1999) deal with the mergers and acquisitions - an 
important competition-related issue. The study focus on the changes in market 
concentration and power in the reform period and the impact of refomis especially 
trade liberalisation on concentration/ market power. 
Ramaswamy (2006) investigates whether there have been any changes in the 
market concentration for the selected consumer goods industries in the Nineties 
i.e., 1993-94 to 2002-03. Market concentration is analysed through the 
concentration ratios and import penetration ratios. For the purpose of analysis, this 
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study uses CMIE' Market Size and Market Shares and observes changing 
Herfindahl index for many industries considered inthe study. 
Kato (2005) analyses the impact of product market competition and corporate 
governance on the level and growth of productivity in the Indian manufacturing 
sector in the 1990s. The study measures competition as the weighted sum of 
Herfindahl index, import ratios and market share of firms. 
Goldar and Agarwal (2005) study the effect of trade liberalisafion on price-cost 
margins in 137 three-digit industry groups for the time period of 1980-1 to 1997-
8. Annual Survey of Industries (ASI) and CMIE - Prowess data are used. Their 
analysis shows that trade liberalisation in ternis of lowering of tariffs and removal 
of quantitative restricfions on imports in 1990s has a significant pro-competitive 
effect in tenns of bringing down the price-cost margins particularly in more 
concentrated industries. 
Gokam and Vaidya (2004) examines the market shares and concentration ratios in 
the automotive components industry for the period 1991-92 to 1996-97 using 
CMIE data on Market Size and Market Shares. This study concludes that most of 
the auto component markets reveal high concentration ratios along with the stable 
market shares of the firms. 
Joseph (2004) investigates the market structure and behaviour of finns in various 
segments of electronics industry for the period 1991-97 using CMIE Prowess, and 
Market Size and Shares. Market structure is proxied by four-firm concentration 
ratio and conduct of the firms in tenns of product differentiation, advertisement 
expenses, technology imports and in-house R&D. The study observes rising 
concentration ratios in this industry in the period under consideration. 
Pandey (2004) studies the impact of trade liberalisation on the price-cost margins 
among other things, using data from Annual Survey of Industries (ASI) and 
Directorate General of Commercial Intelligence and Statistics (DGCIS) for the 
years 1980-81, 1988-89 and 1996-97. Empirical evidence relafing to both import 
penetration and price-cost margins is mixed. 
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Balakrishnan et al (2002) probes into whether the radical shift in trade policy in 
1991 resulted in a reduction in market power taken in terms of price-cost margins. 
Based on CMIE prowess data for the time period of 1988-89 to 1997-98, results 
indicate inconclusive evidence. 
NCAER (2001) examines the evidence for market power in Indian industries 
during 1980-1997 in terms of price-cost margins. For the purpose of analysis, RBI 
panel data for public limited companies are used. Analysis shows mixed results 
across industry groups. Consumer goods industries with limited number of 
companies showing rising mark-ups. Profit margins, on an average, higher during 
1990s compared to that of the 1980s. 
Chand and Sen (1998) examine the relationship between trade exposure and 
domestic market power over sixteen years from 1973-88. Trade exposure is 
considered both in quantity and price competition. Market concentration is 
proxied by four-fimi concentration ratio (CR4) and the domestic market power by 
price-cost margins. Their analysis is based on 30 three-digit industry groups for 
which production related data is obtained from Annual Survey of Industries (ASI) 
and trade related data from UN database. Their empirical analysis shows that trade 
exposure has had a dampening effect on domestic price behaviour. 
Karabhampati (1996) probes into the structure, conduct and performance of the 
Indian industry for the period 1970-85 using both aggregate (three-digit) industry 
groups and fimi-level data. Aggregate analysis used ASI data and finn-level 
analysis is based on RBI panel data on public limited companies. This study 
observes declining concentration ratios over time in most of the Indian industries. 
Economies of scale and demand growth turn out to be important determinants of 
market concentration. In the concentrated industries, mobility is lower and 
leadership stability is more, and these industries enjoyed higher profit margins. 
Pushpangadan and Shanta (2006), considers competition as a process and focuses 
on its dynamic aspects. They deviced an improved turnover index and apply it to 
examine the mobility of finns across the scale in the post-refomi period. In other 
words, the study focuses on the changes, if any, in size distribution of industries 
and their inter- and intra-class mobility, tests the relationship between the dynamic 
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index of competition and the direction of mobility of firms among manufacturing 
industries. The study covers the time period from 1988-89 to 2000-0land uses 
CMIE Prowess data. About 43 percent of the industries studied are characterised 
by low mobility and barriers to mobility in varying degrees. Ijiri and Simon index 
- measure based on the relative ranks of firms at two different points, used to 
approximate the change in competition in the study, indicate mixed results. The 
rank correlation of change in competition or average shifting among industries 
over the period does not show any shift in their relative positions implying that 
some rigidity exist in the expansion of competitive forces in the manufacturing 
sector. 
3.1.2c. Capacitj' Addition and Aggressive Marketing 
Piplai (2001) studies the policy environment and its impact on the Indian 
automobile industry. While Piplai appears to be justified in saying that there has 
been excess capacity in the auto industry and the auto majors are facing 
difficulties in aggressively marketing their products, it is probably not correct to 
conclude, as he has done, that the current levels of competition resulting from 
liberalisation are unsustainable. As noted in the introduction, car penetration 
levels are very low in India and hence the future potential for demand is very high. 
This would ensure that competition is quite sustainable as there will be enough 
consumers, given the rapid economic growth that is taking place. 
3.1.2d. Mergers and Acquisitions - Growth Strategies 
Shiva Ramu (1998) explores various issues involved in merger and acquisition 
activifies, motivation for mergers, relative size of the companies involved and 
their ownership such as multinational or family business and process of 
integration. Roy (1999) studies the rising mergers and takeovers since 1989-90, 
their motivation and characteristics. 
Pushpangadan and Shanta et. al. (2006) focus on the dynamic aspects of 
competition namely, changing scales of operation, ownership patterns and fonns 
of business organisations, mergers and acquisitions, and changing market 
structure. 
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3.2 Marketing Dimensions of Indian Car Industry 
3.2.1 Marketing Mix Variables 
Kalyanaram and Urban (1992) used time-series analysis to examine the effect of 
key marketing mix variables, like price position, advertising expenditure and 
product quality perception on market shares, trail and repeat purchase behavior on 
18 successflil late entrants across eight fast moving consumer packaged products. 
The findings illustrated that late entrants suffer long-term market share 
disadvantage compared to early entrants. Late entrants have lower market share 
compared to early entrants, unless they spend considerably on marketing activities 
like price, advertising and distribution. Bowman and Gatignon (1996) examined 
the effectiveness of marketing mix variables on market share in five product 
markets (two-durable, three non-durables) and 55 brands. The findings that the 
responsiveness of marketing mix variables like price and promotions on market 
share reduced with order of entry. The main effects of order of entry on market 
share were insignificant. 
However, some scholars highlighted the disadvantages of being an early entrant 
and argued that being an eariy entrant would not guarantee long lasting 
compefitive advantage, but provide an opportunity for the same (Srinivasan, 1988; 
and Rahman and Bhattacharyya, 2003). 
Carper and Snizek, (1980) stated the their conceptual typology is based on price, 
distribution, and promotion, as well as product attributes towards attempting to 
study on marketing strategy classification. 
Hambrick, (1984) used different typologies and taxonomies help bring order to the 
complex set of interrelated phenomena by identifying recurring patterns of 
decisions which then provide a comprehensive, yet parsimonious, orientation to 
the study of strategy 
Ginsberg, (1984) identified classification as a fundamental precept in marketing 
practice (e.g., definition of market segments) and theory development using, 
taxonomies which have been developed to understand markefing planning styles. 
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Ketchen and Shook, (1996) attempting at understand the performance implications 
of the relationship between marketing strategy and business strategy by employing 
a deductive approach to identify the number and suitability of the clustering 
variables. 
Brownlie, D & Saren, M., (1992) stated that the performance of the marketing mix 
is possible to be measured by market share and profitability. However, this 
requires the implementation of a prepared marketing mix. In the planning process, 
the numerical evaluation of marketing mix alternatives will help the company to 
choose the best marketing mix through the alternatives. Although, there have been 
some attempts to compute the optimum marketing mix, there is not an integrated 
model covering all the components and subcomponent. Optimization of marketing 
mix, is still a non solved considerable marketing problem. 
Constantinides, E. (2002) observed that even though the traditional marketing 
science, approves the four components of the marketing mix as distinct concepts 
from each other, the four components and their subcomponents are highly 
interrelated. 
Peter & Donnell, (2007) studied that marketing mix such as product, price, 
promotion and place influences on consumer purchase decision. 
3.2.1a. Product Strategies 
Murphy and Enis (1986) proposed a unified product classification scheme that 
covered services, ideas, and tangible goods. 
Mukherjee and Sastry (1996 ) Compared to three major models available in the 
Indian market until recently, customers can now choose fi-om a wide variety of 
products. Mukherjee and Sastry (1996) provide an analysis of the entry strategies 
of new entrants. The automobile market is growing at about 25% for the last three 
years. The number of persons per car is 200, which is very large compared to 
other emerging markets like Korea and Brazil which have about 12 persons per 
car. There is therefore a very huge untapped market. Uncertainty exists about the 
extent of growth, but a minimum growth rate of 20% is expected until the year 
2000. Sales are expected to rise to anywhere between 850,000 to 1.5 million 
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vehicles by the year 2000. Markets are highly price sensitive since a car is about 
18 to 24 months salary for the average middle class buyer. However, incomes are 
rising and the economy has been growing steadily at nearly 6%. 
Alreck & Robert (1999) have identified in their research that a product or brand 
preference might be built through one or more of the theories behind the 
promotion strategies which motivate and stimulate consumer brand preference 
through the ideas of Maslow's hierarchy of needs. Simple brand preference 
building is an effective mechanism to present the product or brand name and a 
particular need through constant and simultaneous repetition. Hence, through 
exposure to such conditioning, consumers will eventually learn to associate the 
brand with the need and motive. 
Corey, (1991); Kotler, (1994) addressed the most important product decisions is 
that regarding the breadth of the product line towards it being narrowly focused or 
be sufficiently broad to cover a set of complementary products, different 
performance specifications. 
Zeithaml, Berry, and Parasuraman,(1996) identified the role played by service is 
being considered to be an element in the "expanded product" concept. 
3.2.1b. Price Strategies 
Jacobson and Aaker, (1987) identified the fundamental issue in pricing justifying 
Premium prices may be justified based on innovativeness \ superior product or 
service quality), or brand equity while justifying lower prices when market share 
or sales growth is the objective or when the finn's product is some-how 
disadvantaged. 
Grunert (2006), observed that in his empirical study to have found that price 
infonnation is important for the consumer decision making process, and that 
consumers are very price conscious. 
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3.2.1c. Promotion Strategies 
Hakansson (2005) stated that promotion appears as an issue of how to create an 
optimal mix of marketing communication tools in order to get a product's message 
and brand from the producer to the consumer. 
Simonian (1996) found towards aligning the sales promotion for effecting sales, 
the analysis of historical data provides precise evaluations of previous promotions. 
On the other hand, there is access to rich source of information, but is often 
disjointed and disorganized. Without further effort, neither historical data analysis 
nor managerial insight is immediately useful for planning sales promotions. 
Bolen (1978) found that first, a retailer planning a sales promotion faces not one, 
but several decisions: the degree and scope of markdown, expenditures on 
advertising, timing of the promotion, and sales force commissions. 
Jackson (1985) stated that a sales promotion not only effects immediate sales of 
the product being promoted, but also has a cascading effect on other aspects of the 
business, such as service and repeat sales. 
(McDougall 1992; Finkelmann and Goland 1991; Reichheld and Sasser 1990; 
Raphael 1990) studies have found that possibility of producing communications 
appropriate to the target group and maintaining contact with loyal customers has 
resulted in additional potential for boosting profits derives from the lower cost of 
marketing activities. The analysis shows that customer safisfaction can be 
considered the central determinant in all phases of the contact chain. 
Multidimensional recording of customer loyalty reveals clear differences in the 
interactions, first, with brand loyalty and, second, with dealer loyalty, hi contrast 
to the opinion widely held in practice, customers in the automotive sector 
definitely do not perceive the brand and the dealer as one unit. Since similar 
studies in different countries come to almost the same conclusions, it can be 
argued that the results are valid in several cultural settings. The results obtained 
are so fiindamental that they can be translated into implications even by 
internationally operating companies. Though ideally sales promotions should be 
plamied with some care, this is often quite difficult. 
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3.2.Id. Place Strategies 
Oliver (1997) finds that the Automobile manufacturers' success largely depends 
on the dealers, because they are the ones who have the most direct influence on 
the customers. Estimating customers'judgment about their 'buying experience' and 
evaluating the aspects that influence their perception could help in making the 
product a success. The central detennining factor of customer loyalty for dealers 
and manufacturers is customer satisfaction . 
According to Bain (1956), auto finns engage in dealership rivalry partly to 
maintain the product preferences of buyers, partly to sell a substantial part of their 
products through retail dealerships, and partly to promote sales, specialized 
maintenance, repair service, and easy access to replacement parts. 
Corey, et al. (1991). identified the most common distribution decision towards use 
a selective or an intensive distribution system. Products requiring substantial pre-
or post-sale service, that have high costs related to stocking and selling, or that are 
positioned as prestige products will typically require a selective distribution 
system. Relatively low cost and self-service items are most efficiently handled 
with intensive distribution 
Walker and Ruekert, (1987) identified the role of Personal selling as particularly 
appropriate when customers require more in-depth informafion in real time. For 
more expensive, complex, or high-risk products, personal selling may be 
necessary to close the sale. Related to promotion is the support pro-vided through 
specialist personnel such as order processors and sales engineers. 
3.2.le. Value added Services 
Sangameshwaran (2001) reported India's top car manufacturer, Maruti Udyog 
Limited (MUL), has reworked it's enfire corporate strategy and business portfolio 
and launched inifiatives to diversify into support services like vehicle insurance, 
used car sales, fleet management, accessories and car finance. He cited the result 
of a joint study by MUL along with AT Kearney in 1998, which stated that the 
purchase price of the car is only one third of what the consumer spends during the 
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ownership cycle of the car. A third is accounted for by fuel. The rest goes into 
support services. 
Sanagameshwaran et al. (2001) has highlighted the importance on one-stop 
support services like insurance and finance, as was practiced by Maruti Udyog 
Ltd. 
3,3 Intending Car Purchase Decision 
Duncan, (2005), stated that consumer intending purchase decision is defined as 
"internal impulses that when simulated initiate some type of response." 
Consumers are continuously reacting to their internal impulses as well as the 
external environment. Since internal impulses and the external environment also 
interact, resulting in psychological motivations to fulfill needs and wants. 
Kalra (1997) found that the Indian consumer rates technology, comfort and 
convenience as important considerations for car purchase, as the Indian consumer 
has become highly discerning buyer who wants the most sophisticated and the 
latest technological innovations in his car. 
Preiss and Kleinhans (2001) stated that the Indian passenger car industry has seen 
the emergence of tremendous choices available to the consumer in almost every 
segment and identified that towards retain existing relationships as well as to 
develop new customers. Customer Relationship Management (CRM) has emerged 
as a key activity. 
3.3,1. Cost of car ownership 
Vijayraghavan and Philip (2001) have found that many customers include spare 
parts cost in their consideration for car purchase. Almost all car manufacturers are 
going in for localization to become more cost effective. MUL has the advantage of 
having the highest localization content (90 per cent) owing to its lengthy presence 
in the country. Other automakers like Hyundai, Fiat and General Motors are also 
able to offer compefitive spare parts. 
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3.4 Customer Satisfaction 
3.4.1. Customer Satisfaction and Loyalty 
Saxena (2000) investigated the satisfaction level amongst the customers of 
premium cars. Opel Astra, Ford Escort, Maruti Esteem and Daewoo Cielo- in 
Indore. For measuring brand satisfaction level amongst the four manufacturers, 
eight attributes (service, spare parts availability, safety, leg space, boot space, 
price, style, resale) were listed in the questionnaire. The null hypothesis (there is 
no significant difference in satisfaction level among different brands of premium 
cars) was found to be true at 5 per cent significant level. To evaluate satisfaction 
with dealer service, thirteen attributes were evaluated (location, ease of 
appointment, facilities, proper diagnosis, labour cost, spare cost, spares 
availability, promptness in service, correct service, staff behaviour, warranty 
service, post service follow up, reception handling). The null hypothesis (there is 
no difference in satisfaction level towards dealer service between different brands 
of cars) was found to be false at 5 per cent significant level that is, there is 
significant difference between the dealer services in respect of the 4 cars. 
Howard and Sheth (1969) and Engel et al. (1978) point to the relevance of 
satisfaction with previous services as the determining feedback element in the 
buyer decision's process. 
Johnson (1997) has proposed customer satisfaction as a central detemiinant of 
customer loyalty. The literature tends to consider satisfaction as an emotionally 
orientated construct (Westbrook 1987; Czepiel et al. 1974). 
Fomell (1992) has identified that the level of satisfaction detennines the depth of 
customers' commitment towards a brand, hivolvement hence embodies as a 
possible variable to identify loyal customer potential. 
(Richins and Bloch 1991) stated in their work, that those who are highly involved 
personally often act as opinion fonners, they are significant multipliers of not only 
positive but also negative experiences. Involved buyers appear to be more 
satisfied with what they have experienced as stated by (Putsis and Srinivasan 
1994). 
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Peppers and Rogers (1996) stated that as a result of a higher percentage of loyal 
customers in the purchaser portfolio, it reduces the threat that customers will buy 
elsewhere, thus preventing jeopardization of expected sales, and - aggregated this 
will help safeguard substantial sales over the customer's lifetime. Loyal customers 
are also likely to bring in higher profit in the later phases because, as they climb 
up the social ladder, they often buy more luxurious vehicles and which are more 
profitable for the motor industry. This secure share of sales increases in line with 
the extent to which new customers can be locked in through loyalty promoting 
measures during the post purchase phase. Loyal customers also tend to make more 
additional purchases - an important sales factor in the automotive business, which 
is heavily dependent on vehicle servicing and accessories. It is also very likely 
that the price sensitivity of demand falls with increasing loyalty and thus 
competition on the basis of financial conditions is reduced in the loyal customer 
segment. 
Jose and Lemmink (1992) focus on the positive influence of customer satisfaction 
on brand and dealer loyalty. The two types of customer satisfaction are the sales 
service and the after-sales service. That satisfaction with the service (both sales 
and after-sales service) would be the major detenriinant of dealer loyalty. 
(Stum and Thiry 1991) found that the strength of the relationship between 
different types of satisfaction and loyalty indicators differs markedly between 
various market segments. 
Roscino (2004) observed that customer loyalty is a very complex issue. There are 
also limits to the extent to which loyalty can be enhanced in the relationship with 
the customer. First, not even pronounced satisfaction can always prevent the 
customer from changing either brand or dealer, the phenomenon and the dynamic 
nature of competition will probably also ensure that, apart from marketing to 
safeguard customer loyalty, transactional marketing will always be highly 
relevant. However, the risk with loyalty-based marketing is that customers will 
possibly develop a reaction as a result of particularly intensive efforts to safeguard 
loyalty. 
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Preiss and Kleinhans (2001); Osegowitsch and Kleinhans (2001) have emphasized 
CRM as a key goal for success in automobile industry. To retain existing 
relationships as well as to develop new customers, Customer Relationship 
Management (CRM) has emerged as a key activity. 
Venna and Kaur (2001) and Pearson (1976) highlighted the issue of customer 
satisfaction and dissatisfaction. Venna and Kaur (2001) emphasized the 
importance of 3 types of Justices necessary for customer satisfaction.Procedural 
Justice (response time taken by company to address complaints), Distributive 
Justice (company.s perceived fairness in dealing with customer complaints) and 
Interactional Justice (human behavior in dealing with complaints). Kalra (1997) 
found that the Indian consumer rates technology, comfort and convenience as 
important considerations for car purchase. 
Rowland, Comet and Bouvard (2001) in their study reviewed the scope of 
automotive telematics for usage in automobiles. In the developed world, 
technology has always played an important consideration for vehicle 
manufacturers as customers have always embraced state-of-the art cars. 
Ealey and Mercer (1999) in a study stated that different countries accept 
technology at different rates. Ealey and Mercer (2000) suggested that auto 
companies must build on their long term relationships with customers. 
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Chapter 4 
Research Methodology 
Chapter Outline 
This chapter describes the research design and the procedures for conducting the 
study. Specifically, this chapter delineates the instrument development including 
pilot testing and the sampling, data collection and data analysis procedures. The 
discussion of the instiTJment for collecting data shows the operationalization of the 
variables. The issues of the reliability and validity of the measurement scales are 
addressed. Furthemiore this chapter presents the various research hypotheses to be 
tested in the study. 
Since the study is divided in two parts, the research methodology incorporated for 
both the parts shall be dealt sequentially. The structure of data analysis is also 
discussed and limitations of the study is also mentioned at the end of the chapter. 
4.1 Research Design for Quantitative study 
In quantitative research the aim is to detennine the relationship between one thing 
(an independent variable) and another (a dependent or outcome variable) in a 
population. Quantitative research designs are either descriptive (subjects usually 
measures only once) or experimental (subjects measured before and after 
treatment). A descriptive study established only associations between variables 
whereas an experiment establishes causality. 
Studies aimed at quantifying relationships are of two types descriptive and 
experimental, hi a descriptive study no attempt is made to change the behaviour or 
conditions- things are measured as they are. In an experimental study 
measurements are taken, some sort of intei-vention is administered and then again 
the measurements are repeated to obsei-ve the effect of the intervention. 
Since this study is industry specific, it is pertinent to mention the industry the 
study will focus on. Industries have been identified as fonning the two ends of 
tangibility-intangibility continuum as suggested by Lovelock (2000). Indian Car 
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industry has been chosen for the study. It has a predominantly tangible good 
association with it along with a supplemental role of dealer involvement during 
car purchase in car marketing and after sales service. 
Research designed to answer questions about the current state of affairs is known 
as descriptive research and the hence the research design applied by this study is 
descriptive research design. 
Furthermore one distinction that is made in descriptive research concerns whether 
it is qualitative or quantitative in orientation. Qualitative research is descriptive 
research that is focused on observing and describing events as they occur with the 
goal of capturing all the richness of everyday behavior. The data that forms the 
basis of qualitative research are in their original rich forni for example descriptive 
narrates such as field notes and audio video recordings. Quantitative research is 
descriptive research that uses more fonnal measures of behavior including 
questionnaires which are deigned to be subjected to statistical analysis. This 
research is quantitative in nature. 
4.1.1 Sample Size for the Car Industry -
4.1.2 Marketing mix variable, and brand image effects intending car 
purchase decision 
The population for the research was all the car manufacturers in India, 
manufacturing small cars (within Segment A and B). In all there were four 
variables with the addition of buying intention. However the total number of items 
counted to 48 and therefore a minimum desirable size of 240 was desirable. For 
the Marketing mix analysis, the target sample size was set at 1000 but 469 was 
the final achieved limit, based on the data access of the respondent as also 
accounted for the missing cases or biases linked to that of respondent or 
interviewer. The population for small car industry was anybody who owned, or 
was planning to purchase a small car within next 3 to 6 months time and was 
presently engaged in active car search and of the three brands (company as a 
brand) of car viz. Maruti, Hyundai and Tata. A systematic sampling of car owners 
was carried out from the list given by dealers. 
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Table 6: Screened Dealership of Tata Hyundai and Maruti at cities Aligarh, 
Gurgaon, Chennai, Pune, and Jamshedpur 
Dealers of—@ 
Aligarh 
Gurgaon 
Chennai 
Pune 
Jamshedpur 
Total no of dealers 
MUL 
1 
7 
12 
9 
3 
32 
HMIL 
1 
3 
4 
4 
1 
13 
Tata 
1 
1 
6 
3 
2 
13 
No of customers 
interviewed 
108 
130 
216 
203 
125 
782 
Customers who 
responded 
59 
93 
104 
141 
72 
469 
The second step was visiting Dealers at the 5 cities and interviewing customers 
who visited with the intention of purchasing a small car. Questionnaire filled after 
personal interviews at dealer location itself 
The study aimed at identifying the factors which are important towards affecting a 
purchase decision for a car brand and model. The nature of the research was 
descriptive cross-sectional research. It was aimed at getting the feedback from the 
intending buyers of Maruti Wagon R, Santro Xing and Tata Indica. The study was 
carried out at Aligarh, Jamshedpur, Gurgaon, Pune and Chennai during the time 
period 2006-2007. The final sample consisted of prospective customers of the 
three brand of cars 
(Number of customers contacted) and response elicited 
(108) 59 from Aligarh, 
(216) 104 from Chennai 
(130) 93 from Gurgaon and 
(125) 72 fi-om Jamshedpur, 
(203)141 from Pune 
The reason behind selection of these cities was 
1. convenience 
2. the cities, selected had a similar ratio of number of dealers of the three car 
manufacturers in each city. 
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3. the ratio of three manufacturers market share was nearly similar during the 
period of study. 
4 Also the four cities were associated with small car manufacturing 
From out of 782 persons contacted a final sample of 469 intending consumers was 
selected by judgmental area sampling method. In judgmental sampling the choice 
of sample items depends exclusively on the judgment of the investigator. In other 
words, the investigator exercises his judgment in the choice and includes those 
items in the sample, which he thinks are most typical of the universe with regard 
to the characteristics under investigation. In area sampling, the total area is 
divided into a number of smaller non-overlapping areas, generally called 
geographical clusters, in our case car dealers thin each city, of a the 3 brands 
under investigation and all units ( prospects who visited these dealership for car 
purchases) in the small area being included in the sample. This makes the field 
interviewing more efficient since the interviewer can take many interviews at each 
location. 
During visit to these cities in connection with plant visits and interviewing senior 
executives and managers. Also all the car dealers of the car makers were visited. 
The consumers visiting these dealers were approached personally and handed over 
the questionnaire. This direct approach for data collection instead of mailing 
questionnaires, was adopted because according to Meister (1985), experience has 
shown that the rate of response and the quality of responses received are lower in 
the mailed questiormaires than in the directly administered questionnaire. The 
administrator's instructions and appeals with positive motivation may increase the 
number of respondents completing the questionnaire. This motivational factor is 
lacking in mailed questionnaires. In the latter, respondents must derive their 
instructions and motivation from printed material, with no opportunity to query 
instructions. This was done with a view of giving complete attention to the 
respondent. Any ambiguity or clarifications asked by the individuals were 
attended to immediately. In this context, administration of a questionnaire does 
involve some loss in terms of time. The set of questionnaires used in the present 
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study however consisted of items so constmcted that their meaning was obvious. 
However, to be absolutely sure about the suitability of both the consumer and 
dealer questionnaires, pre-testing of both the questionnaires was done on 50 
consumers at Aligarh. Though there were no major problems encountered during 
the pre-testing, minor modifications were done where deemed necessary. Most 
respondents handed back the completed questionnaire instantaneously. Some took 
one or two days depending on exigency of work, while some did not return. In 
case f those who returned after a few day and had some data fields missing or 
multiple entries made they too were screened to arrive at the final sample of 469 
intending car buyers. 
Intending Buyers were identified as adult males and females planning to purchase 
a new Maruti Wagon R / Santro Xing / Tata Indica in the next three to six months. 
The total number of questions was 9 with one question having 2 sub parts 
(Annexure I). The questions were developed based on the primary research 
objecfives, which aimed at identifying important aspects of consumer decision 
making in the Indian Car Industry's most competitive Segment B. Since the 
primary aim was to assess how the consumer choice sets influence car purchase 
decision-making, a number of dimensions were detemiined on the basis of which 
questions were developed. The following two important dimensions have been 
considered, on whose basis the following hypothesis have been developed: 
1. Perceived image of a car model and specific parameters that are valued by 
the consumer as important determinants for final car purchase. Specific 
questions were developed for measuring these in the questionnaire. 
2. It was essenfial to carry out direct comparison on a one-to-one basis 
amongst the 3 car models under consideration. Hence one quesdon was 
specifically included on number of parameters on the basis of which it was 
possible to carry out paired comparisons. After data collections, consumer 
questionnaires were scrutinized and analysis was carried out using various 
statistical tests including paired sample -t test and Chi square. 
Three cars selecting one each the three firms i.e Santro Xing from Hyundai, Indica 
from Tata Motors and Wagon R from Maruti Udyog were selected after 
observing several parameters like their growth rate from the time of their 
introduction, their current stage in the life cycle and the share of sale among the 
total B segment car sales in India.(Incorporate cut sales table here) It was fijrther 
decided to explore the factors which influenced their purchase among consumers 
making purchase decisions towards purchasing small cars. The factors considered 
being important aspects of consumer decision making in he Indian car industry's 
most competitive Segment B. The factors which influenced and individuals being 
the perceived image of the car model on the basis of driving comfort and easy 
maneuverability, Fuel efficiency. Durability/ Ruggedness, After sales service/ 
Availability of spares, technology and safety/ Financing schemes/ Exchange 
programs, Knowledge and attitude of dealer staff car purchase decision making 
in context of these 3 car models, as they had the largest share of sales in the B 
segment nearly 76-80%. We try to probe which of the marketing mix elements are 
effecting his purchase decision in selecting a car and how the different marketing 
strategies offered by the Automobile manufacturers effecting him by the different 
brands, 
4.1.3 Instrument Development for exploring effect of marketing mix variable, 
and brand image toward intending car purchase decision 
A structured questionnaire was developed based on the research objective which 
primarily aims at identifying important aspects of consumer decision making in 
the Indian car industry's most competitive B segment. Since the primary aim is to 
assess how the consumer choice sets influence car purchase decision making, a 
number of dimensions were identified on the basis of which questions were 
developed to collect data on the variables in the study. The final version of the 
instrument is in Appendix A. All questions in the questionnaire were closed 
ended. 
The research variable (criterion variables) being Product variable (identified as 
parameters for selecfing the brand, Price Variable, Place variable ( dealership 
affiliation and association) Promotion variable. Brand image. Some quesfions 
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were adopted and compiled from previous studies of consumer decision making, 
purchase factors and consumer behavior while others being developed or modified 
for this study. 
The questionnaire for exploring the dynamics of Marketing mix variables towards 
intending purchase decisions, was divide into two parts viz. Part A and B. Part A 
had 12 questions, four of them indicating the intended purchase decision already 
established because of the effect of the factors already a consumer was exposed to. 
Choices indicated single brand preference and also the intending time of taking 
the purchase decision with the variation being less than a month, 1 to 3 month, 3 
to 6 months, after 6 months. The fourth question explored the source or sources 
of infomiation which intending consumer had used towards taking the purchase 
decision, choices indicated single source option viz-a-viz multiple source 
preferences. 
The fifth question listed 12 parameters 8 of them product related three of them 
service related and one parameter related for reason for purchase. Each of the 
parameters was to be ranked from 1 to 3. The classifications being from 1 most 
important, to 2 indecisive and 3 least important. Also this was used for analyzing 
if there existed any significant association between certain parameter(s) and the 
choice of the car brand. 
Towards understanding of most important list of factors extracted towards 
selecting a car and exploring an association of these factors with the purchase 
intended brand of the car was the reason for this question. 
The sixth question was related to, the image and perception, the consumers had 
for the three B segment car brands under study. It was described with 11 itemized 
statements The response forniat being a 5 point Likert scale, with classifications 
of their liking and disliking ranging from 5 : very good, 4: good, 3 : nether good 
nor bad, 2: poor, to 1: Very poor. The construct of this quesfion was done in a 
tabular format so that an intended consumer gives his association as per each 
statement and ranks the three competing car brands, appearing visually at the 
same place. 
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The seventh question follows the pricing element and explores the source of 
finance for the purchase intention for an intended brand of car. It consists of five 
single options, towards marking ones preference. 
The B part of the questionnaire explores the marketing mix elements viz. Product 
Price Place and Promotion and Place (consumers preference for a particular 
dealer) 
The survey used questionnaire which had 21 statements. The responses were 
collected on a five point Likert scale ranging from (1 Strongly Agree to SStrongly 
Disagree). Five point Likert scale being the simplest and easy to understand, is 
suitable for this category of respondents. Factor Analysis was used for analysis. 
The research variable for studying the purchase decision for a car brand and 
model were Driving comfort, Luggage space, cabin space, easy maneuverability, 
serviceability. Ease of driving, superior technology, image of the company, fuel 
efficiency, safety, environment friendly, commercial purpose 
4.1.4 Marketing Mix Strategy and Variables Affecting Car Purchase 
Decision 
4.1.4a. Marketing Mix Strategies and Perceived Brand Image Affecting 
Consumer Purchase Decision 
We attempt towards exploring the factors responsible in affecting the purchase 
decision by an intending car buyer. Since purchase decision involving a car 
requires a high amount of involvement and especially since it a high ticket item, 
the car buyer would invest in serious search towards making the purchase 
decision. 
First and foremost s/he identifies the car category on the basis of her /his need 
criterion and investment capacity. We have decided to limit our analysis for 
customers, who were intending to purchase a small car in about 3 to 6 months 
time. The intending customers had already pre decided on purchasing a B 
category small car made by one of the three major Indian car manufacturers 
namely Maruti Udyog Ltd., Tata Motors and Hyundai Motors India Limited. 
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After having decided on the car category comes the next level of decision making 
i.e., to decide on which car to purchase. Finally the intending customer also takes 
into the account the dealer experience in ternis of acquaintance, accessibility and 
his interaction and preference for a specific dealer towards finalizing his purchase 
decision. We attempt at exploring the dealer marketing and promotion and 
observe as to how it affects the intending car buyers purchase decision. 
Finally we explore the interactions of the four marketing mix strategy dimensions, 
i.e.. Product strategy. Pricing Strategy, Promotion strategy and Place strategy 
towards shaping the consumers final purchase decision for a specific brand of car. 
The outcome of the first part of the study give us the marketing mix elements 
along with factors which are responsible for the affecting the purchase decision by 
an intending car buyer. In the second part of the study we explore the marketing 
strategies which are followed by the three car manufacturers and try to understand 
their competitive positions within the Indian Car industry. 
Fig. 10 :Conceptual Framework - Marketing Mix Strategy Affecting 
Consumer Purchase Decision 
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Source: Kotler, Philips and Armstrong, Gary (2006) Principles of Marketing, Pearson 
International Edition, 11"* Edition. 
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The conceptual framework of the study focuses on the development of a model to 
measure the relationship between marketing mix strategy and consumer purchase 
decision. Examining the relationship between marketing mix strategy and 
consumer purchase decision, should contribute to our knowledge of the 
relationship that exists between them. The link between the dimensions of 
marketing mix strategy and consumer purchase decision is illustrated in Figure 1 
above. 
In this framework, the marketing mix strategy dimensions are independent 
variables and consumer purchase decision is the dependent variable. The present 
study thus attempts to bridge the gap by providing a basis for a thorough and 
insightful understanding of marketing mix strategy and consumer purchase 
decision. The model suggests that there is a strong relationship between the 
dimensions of marketing mix strategy and consumer purchase decision. 
4,1.4b. Perceived image of the Car Brand 
With the availability of similar products, positioned by the competing firms, and 
also price and promotion positioned on narrow difference. It becomes difficult for 
a consumer to decide as to which car to purchase. Car manufacturers then try to 
use Promotion and Branding as communication tools positioning the different 
Unique Selling Proposition trying to further differentiate their product from their 
nearest competitor. There arises Parameters as Easy to Drive, Easy to Maintain, 
Sophisticated, Attractive styling, Spacious, Environment Friendly , Value for 
money, Complete Family Car etc. These parameters are designed and branded as 
product personalities which attract a consumer to particular car brand and many 
purchase decisions are based primarily on the perceived image of the brand. 
In the attempt towards exploring the factors affecting consumer purchase decision 
we shall explore the three cars brands, one from each manufacturer, i.e., Santro 
Xing from Hyundai Motors India Ltd., Indica from Tata Motors and Wagon R 
from Maruti Udyog Ltd. The factors influencing an individual's perceived 
image of the car model being Driving comfort and easy maneuverability, Fuel 
efficiency. Durability, Ruggedness, After sales service, Availability of spares, 
technology and safety, Financing schemes and Exchange programs. 
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To explore the effect of the perceived factors influencing the purchase decision A 
descriptive cross sectional analysis comparing the three car models on a one to 
one basis for each factor shall be carried out. 
4.1.4c. Dealer Factors Affecting Consumer Purchase Decision 
Car dealers form an important link in the Car Marketing Process. Being an 
important link in the value chain their managerial insight is extremely useful 
towards planning sales promotion. Their influence has a direct impact on the 
customer towards deciding to purchase a car from them. Estimating customer's 
judgment about their 'buying experience' and evaluating the aspects that influence 
their perception could help in making a product a success. 
We would attempt to explore the factors which results in determining why a 
customer will not buy elsewhere? Why customer loyalty exists towards 
purchasing from a certain dealers only, in case of high ticket items like cars. 
Loyal customers also tend to make more additional purchases and also spread 
positive 'word of mouth' affecting more sales- an important sales factor in 
automotive business, which is heavily dependent on vehicle servicing and 
accessories. 
Factors like acquaintance, association and accessibility which influence 
consumers' preference for a particular dealer towards effecting car purchase 
decision shall be explored. 
The study shall attempt to explore which of the marketing mix elements along 
with perceived image about a brand and the dealer at which the consumer has had 
a direct marketing association with the brand affects a consumers' purchase 
decision in selecting a car and how the different marketing strategies offered by 
the competing car manufacturers affect him / her in the decision making process. 
4.1.5 Instrument Reliability and Validity for Quantitative Study 
The precision with which one measures things also has a major impact on the 
sample size. The weak result of a measurement, requires more subjects in order to 
elicit the signal ( or effect) out of the noise (the errors in measurement). Precision 
is expressed as validity and reliability. Validity represents how well a variable 
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measures what it is supposed to measure. Validity is important in descriptive 
studies. If the validity of the main variable is poor, the researcher would need 
thousands rather than hundreds of subjects. 
The validity of a scale may be defined as the extent to which differences in 
obser\'ed scale scores reflect true differences among objects on the characteristic 
being measured rather than systematic or random error. Researchers may access 
content validity, criterion validity or construct validity. 
4.1.5aTypes of measurement validity 
• Content validity: checks if the foil content of a concept's definition 
included in the measure? It includes a broad sample of what is being 
tested, emphasizes important material, and requires appropriate skills. A 
conceptual definition can be though of as the "pace" that contains ideas 
and concepts. 
• Criterion validity: finds if the measure is consistent with what we already 
know and what we expect? Two subcategories: predictive and concurrent 
c Predictive validity: Predicts a known association between the 
construct being measured and something else. 
o Concurrent validity: Associated with pre-existing indicators; 
something that already measure the same concept. 
• Construct validity: shows that the measure relates to a variety of other 
measures as specified in a theory. 
• Convergent validity: finds the extent to which the scale coiTelates 
positively with other measures of the same construct. 
• Discriminant validity: is the extent to which a measure does not coiTclate 
with other constructs fi"om which it is supposed to differ. 
• Nomological validity: is the extent to which the scale correlates in 
theoretically predicted ways with measures of different but related 
constructs. 
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4.1.5b. Reliability 
Reliability tells one how reproducible the measures are on a retest, so it impacts 
experimental studies: the more reliable a measure, the less subjects one needs to 
observe a small change in the measure. 
Internal Consistency Reliability: It is used to assess the reliability of a 
summated scale where several items are summed to form a total score. In a scale 
of this type, each item measures some aspect of the construct measured by the 
entire scale and the items should be consistent in what they indicate about the 
characteristic. This measure of reliability focuses on the internal consistency of 
the set of items fomiing the scale. 
The simplest measure of internal consistency is split-half reliability. The items on 
the scale are divided into two halves and the resulting half scores are correlated. 
High con-elations between the halves indicate high internal consistency. The scale 
items can be split into halves based on odd and even numbered items or randomly. 
The problem is that the result will depend on how the scale items are split. A 
popular approach to overcoming this problem is the use of coefficient alpha. 
The coefficient alpha or Cronbach's alpha is the average of all possible split-half 
coefficients resulting from different ways of splitting the scale items. This 
coefficient varies from 0 to 1 and the value of 0.6 or less generally indicates 
unsatisfactory internal consistency reliability. 
Reliability and Validity of the Instrument: The precision with which one 
measures things also has a major impact on sample size: the worse the 
measurements, the more subjects are required to lift the signal (the effect) out of 
the noise (the error in measurement). Precision is expressed as validity and 
reliability. Validity represents how well a variable measures what it is supposed 
to measure. Validity is important in descriptive studies: if the validity of the main 
variables is poor, one may need thousands rather than hundreds of subjects. 
Reliability indicates the researcher how reproducible the measures are on a retest. 
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so it impacts experimental studies: the more reliable a measure, the less subjects 
are required to see a small change in the measure. 
Internal validity addresses the "true" causes of the outcomes that were observed in 
the study. Strong internal validity meant that the instrument being used, not only 
has reliable measures of the independent and dependent variables but a strong 
justification that causally links the independent variables to dependent ones. At 
the same time we are able to rule out extraneous variable, or alternative and often 
unanticipated causes for the dependent variables. Thus the strong internal validity 
refers to the unambiguous assignment of causes to effects. Internal validity hence 
is about causal control. 
Measures of variables should have validity and reliability (Cronbach, 1971; 
Nunally. 1978) in order to draw valid inferences from research. Reliability deals 
with how consistently similar measures produce similar results (Rosental & 
Rosnow, 1984), and it has the two dimensions of repeatability and internal 
consistency (Zigmund, 1995). 
Internal consistency refers to the ability of a scale item to correlate with other 
items in the scale that are intended to measure the same construct. Items 
measuring the same construct are expected to be positively correlated with each 
other. A common measure of the internal consistency of a measurement 
instrument is Cronbach's alpha. If the reliability is not acceptably high, the scale 
can be reversed by altering or deleting items that have scores lower than a pre-
determined cut-off point. If a scale used to measure a construct has an alpha value 
greater than 0.70, the scale is considered reliable in measuring the construct (Hair, 
Anderson, Tatham, & Black, 1998; Nunnally, 1978; Leedy, 1997). According to 
Schuessler (1971), a scale is considered to have good reliability if it has an alpha 
value greater than 0.60. Hair et a!. (1998) suggest that reliability estimates 
between 0.6 and 0.7 represent the lower limit of acceptability for reliability 
estimates. 
The validity of a measurement instrument refers to how well it captures what it is 
designed to measure (Rosental & Rosnow, 1984). Several different types of 
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validity are o concern: content validity, the degree of correspondence between the 
items selected to constitute a summated scale and its conceptual definition; 
criterion validity, the degree of correspondence between a measure and a criterion 
variable, usually measured by their correlation; and construct validity, the ability 
of a measure to confimi a network of related hypotheses generated from a theory 
based on constructs. 
In the first part of this research the content validity of the measurement instrument 
was assessed by asking experts to examine it and provide feedback for revision. 
The expert panel included professors, industry practitioners, and consultants in the 
car industry. After the reviewed the questionnaire, changes were made to clarify 
and eliminate ambiguous statements in instmctions and questions according to 
their recommendations. 
4.1.6 Pilot Testing 
Pilot testing of the measurement instrument was necessary to validate the items 
and the whole scale. This is because some of the measurement items were 
developed or modified for the purpose of this research and because the questions 
in the instrument were newly compiled to form a new questionnaire. The pilot 
testing was conducted in a series of steps. Before the final survey instrument was 
set up, a preliminary questionnaire was developed and tested to validate the scale 
items to be used in the study. The development of the measurement scales for this 
research followed the procedures. 
The first questionnaire was pretested in Maruti , Hyundai and Tata Motors 
dealerships at Aligarh using a convenience sample of approximately 50 
respondents in September2006. 
Instrument Reliability Primary Study 
Overall reliability for 469 respondents and 42 items was 0.897 The Cronbach 
alpha estimates for most of the variables used in the study have all been higher 
than 0.7 
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Instrument Validity for Primary Study 
In the first part of the study, the content vaHdity has been assessed. This is a 
subjective but systematic evaluation of how well the content of the scale 
represents the measurement task at hand. The researcher or some expert tries to 
examine whether the scale items adequately cover the entire domain of the 
construct being measured. 
Establishing content validity is a largely subjective operation and relies on the 
judgment of 'experts' concerning the relevance of the material used. It is also 
situation specific and estimates made in one circumstance may not carry over to 
others. When the validator assumes that predictor is representative of a given class 
of situations, he is involved in content validity. Being an expert in the filed of 
study s/he has a specific notion about the kind of knowledge, skill, attitude , 
opinion or performance that should be tapped by e measuring instrument and s/he 
considers the instrument valid to the degree that its content is representative of 
what s/he wants to tap. 
Other fonns of validity are measured empirically by the correlates between 
theoretically defined set of variables. High correlates here indicate that the scale is 
measuring its intended concept. (Hair et al. 1998). 
4.1.7 Data Collection process 
Final data was collected over a period of eight months fi^om December 2006 to 
June 2007. To remove potential bias owning to the use of non probability sample, 
intercept surveys were conducted at various times of the day, 4 days a week and 
over weekends. Since convenience sampling was used, the researcher tried to 
ascertain a diverse respondent profile like inclusion of both gender, intending 
customers from rural and urban locations and test driving higher variants to lower 
variants of cars in B segment, also those who opted for diesel and petrol variant 
car models were covered. 
Primary Data: A survey was conducted to collect data from intending customer 
who wished to purchase a B segment small car from among the 3 competing car 
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brands, i.e., Maruti Wagon R, Tata Indica and Hyundai Santro from the car's 
respective dealer's showroom, within their respective cities. A structured 
questionnaire was used to explore their purchase intentions and their perception 
and responses about competing car brands. The marketing experience at the dealer 
outlet and the test drive experience coupled with the effect of promotion, price and 
product strategy affect the satisfaction and commitment variables an intending 
consumer has for a car brand. They need to be understood from the customer's 
view point for the small car industry and their marketing strategy study. Thus 
exploring the elements and compounded effects of marketing mix elements from 
the intending customer's purchase intention was explored using primary data 
collection. The second part of the study used another instrument and explored the 
marketing strategy followed by the three major competing small car 
manufacturing companies. It was directed at the car producers. 
4.1.8 Hypotheses comparing competing car brands on marketing strategy 
parameters 
HOI: There is no significant difference between ease of maneuverability 
parameter and intending car brand selection. 
H02: There is no significant difference between cabin space parameter and 
intending car brand selection. 
H03: There is no significant difference between luggage space parameter and 
intending car brand selection. 
H04: There is no significant difference between comfortable to ride parameter 
and intending car brand selection. 
H05: There is no significant difference between durable/ ruggedness parameter 
and intending car brand selection. 
Hofi: There is no significant difference between commercial utility parameter and 
intending car brand selection. 
H07: There is no significant difference between after sales service parameter and 
intending car brand selection. 
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Hos: There is no significant difference between high technology parameter and 
intending car brand selection. 
H09: There is no significant difference between company image parameter and 
intending car brand selection. 
Hoio-' There is no significant difference between fuel efficiency parameter and 
intending car brand selection. 
Hon: There is no significant difference between safety parameter and intending 
car brand selection. 
H012: There is no significant difference between environment friendly parameter 
and intending car brand selection. 
H013: There is no significant difference between the means of variable "easy to 
drive" for WR and IN. 
H014: There is no significant difference between the means of variable "easy to 
maintain" for WR and IN. 
H015: There is no significant difference between the means of variable 
"sophisticated" for WR and IN. 
H016: There is no significant difference between the means of variable "attractive 
styling" for WR and IN. 
H017: There is no significant difference between the means of variable 
"popularity" for WR and IN. 
Hois: There is no significant difference between the means of variable "spacious" 
for WR and IN. 
H019: There is no significant difference between the means of variable "fuel 
efficiency" for WR and IN. 
H020: There is no significant difference between the means of variable "value for 
money" for WR and IN. 
H021: There is no significant difference between the means of variable 
"environment friendly" for WR and IN. 
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Ho22: There is no significant difference between the means of variable "sporty" 
for WR and IN. 
H023: There is no significant difference between the means of variable "high 
technology" for WR and IN. 
H024: There is no significant difference between the means of variable "easy to 
drive" for SN and IN. 
H025: There is no significant difference between the means of variable "easy to 
maintain" for SN and IN. 
Ho26: There is no significant difference between the means of variable 
"sophisticated" for SN and IN. 
H027: There is no significant difference between the means of variable "attractive 
styling" for SN and IN. 
Ho28: There is no significant difference between the means of variable 
"popularity" for SN and IN. 
H029: There is no significant difference between the means of variable "spacious" 
for SN and IN. 
Ho3o: There is no significant difference between the means of variable "fijel 
efficiency" for SN and IN. 
Ho3i: There is no significant difference between the means of variable "value for 
money" for SN and IN. 
Ho32* There is no significant difference between the means of variable 
"environment friendly" for SN and IN. 
H033: There is no significant difference between the means of variable "sporty" 
for SN and IN. 
H034: There is no significant difference between the means of variable "high 
technology" for IN and SN. 
H035: There is no significant difference between the means of variable "easy to 
drive" for WR and SN. 
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Ho36: There is no significant difference between the means of variable "easy to 
maintain" for WR and SN. 
H037: There is no significant difference between the means of variable 
"sophisticated" for WR and SN. 
Ho38: There is no significant difference between the means of variable "attractive 
styling" for WR and SN. 
H039: There is no significant difference between the means of variable 
"popularity" for WR and SN. 
Ho4o: There is no significant difference between the means of variable "spacious" 
for WR and SN. 
Ho4i: There is no significant difference between the means of variable "fuel 
efficiency" for WR and SN. 
H042: There is no significant difference between the means of variable "value for 
money" for WR and SN. 
Ho43:There is no significant difference between the means of variable 
"environment friendly" for WR and SN. 
H044: There is no significant difference between the means of variable "sporty" 
for WR and SN. 
H045: There is no significant difference between the means of variable "high 
technology" for WR and SN. 
4.1.9 Hypothesis identifying the interaction of Marketing Mix variables 
affecting Car purchase 
Ho46: There is no significant association between product consideration and price 
consideration towards car purchase intention. 
H047: There is no significant association between product consideration and place 
consideration towards car purchase intention. 
Ho48: There is no significant association between product consideration and 
promotion consideration towards car purchase intention. 
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Ho49: There is no significant association between price consideration and place 
consideration towards car purciiase intention. 
Ho5o: There is no significant association between price consideration and 
promotion consideration towards car purchase intention. 
Hosi: There is no significant association between place consideration and 
promotion consideration towards car purchase intention. 
The second part of the study explores marketing strategy followed by small car 
manufacturers and competitive positioning within the industry. A Qualitative 
approach is used for this study. 
4.1.10 Competitive Marketing Mix Strategies 
As all competing business employs a strategy to select a mix of market resources. 
Fomiulating such competitive strategies fundamentally involves recognizing 
relationship between elements of marketing mix (e.g., price, place, promotion and 
product quality), as well as assessing competitive and market conditions (i.e., 
industry structure). In car industry pricing and setting of promotional budgets 
depends on the quality levels selected and the competitive conditions including 
the size of competitors and the height of industry entry barriers. 
In the first part of the study we have observed the role of different marketing mix 
elements and their importance in car purchase-decision making by intending 
consumers. In this part we shall attempt to explore the competitive formulations of 
broader marketing mix elements as well as the impact of competitive and market 
conditions across the three car manufacturing finns i.e., Maruti Udyog Limited, 
Tata Motors and Hyundai Motors India Ltd. 
4.2 Strategic focus / objectives 
Since defining the markefing objectives happens to be the first steps towards 
defining organizational strategies. Firms should clearly define their goals/ 
objectives towards setting direction for the fimi. Should the firni expand the 
market; maintain or win market shares? Or should the company focus on 
productivity and costs rather than differentiation through quality improvement and 
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/ or branding. Decision toward whether strategy is defensive (holding position) or 
aggressive (expand the sales) as detailed by Miles and Snow typology needs to be 
addressed by the fimi. The car model in question, its stage in Product Life Cycle 
and the type of industry structure also affect the marketing objective. 
4.2.1 Marketing targeting 
Marketing targeting encompasses a number of dimensions like complete range of 
products and the customer segments served, the geographical location the firm 
competes in and the degree of vertical integration. It also addresses the extent of 
related business the in which the fimi has a co-ordinated strategy. Competitive 
advantages are attained within a scope, and the choice of scope is central one in 
strategy fonnulation and implementation. 
4..2.2 Marketing positioning 
Marketing positioning aims at creating and sustaining competitive advantages. It 
offers a competitive edge over ones rival in marketplace in cost, differentiation, 
and / or outcomes that result from these positional strategies. Price positioning 
indicating offering same products as the competition but at a lower price. Similar 
is quality and service positioning too. A combination of price and quality/ service 
level can be crucial to financial perfonnance. 
The next part of the study involved the study of marketing strategy of the car 
marketers and their integration within their business strategy. 
4.2.3 Qualitative research approach attempts to study in depth one or few objects 
in depth and the main purpose is to gain a deeper understanding of the problem 
studied and to acquire a profound knowledge of the studied objects. The 
qualitative approach is characterized by looseness between the sources and 
researcher, and a low degree of fonnalization (Yin, R.K. 1994). 
Cooper and Schindler state that a qualitative research aims to achieve an in-depth 
understanding of a situation and it incorporates a collection of interpretive 
techniques which try to describe, decode, translate, and otherwise learn to accept 
the meaning, not the frequency, of certain more or less naturally occumng 
phenomena in the social world. A collection of techniques includes case studies, 
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individual depth interviews, observation, focus groups, action research, etc 
(Cooper, D.R and Schindter (2006). 
Since the second part of the research tries to gain a deeper understanding of small 
scar segment of the Indian car industry, and its questions are about basic issues of 
industry like CSFs, driving forces, marketing mix and generic strategies and not 
numerical and statistical issues; a qualitative approach is a more suitable choice. 
4.2.4 Research Strategy 
A research strategy will be a general plan of how the researcher will go about 
answering the research questions s/he has set (Saunders, M, Lewis, P. and 
Thomhill, (2000). 
Taking a look at research questions it is observed that that all the research 
questions start with what. The research strategies for finding answers of What-
Questions are survey archival analysis. (Yin (1994). A survey will be conducted 
for getting expert opinion Archival analysis is also used for both cross checking 
and getting statistical information. 
4.2.5 Data Collection Method 
After having detemiined the most suitable research strategy, it is necessary to 
decide on how the empirical data will be collected (Yin R.K(1994). Yin mentions 
that there are six important sources of evidence, namely documentation, archival 
records, interviews, direct observation, participant observafion, and physical 
artifacts. None of these sources of evidence has complete advantage over all of the 
other instead they complement each other. 
According to Yin, documents are important in the data collection stage, due to 
their overall value. However, care must be taken in the interpretation of 
documents, since they are often prepared for another purpose and audience than 
that of the research purpose. 
Yin defines the interview as a two-way conversation that gives the interviewer the 
opportunity to participate actively in the interview. The interview is structured and 
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based on predetermined questions. He further classifies the interviews into there 
are three types: open-ended, focused, and structured. Yin R.K. (1994). 
Data that will be collected throughout this study is expected to be mainly of a 
qualitative nature since it is in the form of words and not derived from numbers. 
Two valuable sources of evidence are documentation and interview. Documents 
could be either internal like management reports, meeting notes; or external such 
as market researches, journal articles, and news. 
The most commonly used interview method is open-ended, where the researcher 
asks the respondent unstructured questions, thus allowing the interview to be more 
of a discussion. The respondents can be asked for facts as well as their own 
personal opinion. When a focused intei'view takes place, the respondent is 
interviewed during a brief period of time-an hour, for example. The purpose with 
a focused interview could be to confirm certain facts that are already known to the 
researcher. The third form of interview, structured, is more of a combination of an 
interview and a survey and entails more structured questions along the lines of a 
fonnal survey. 
According to Saunders et al, most qualitative interviews occur on a one-to-one, 
lace-to-face basis . Cooper and Schindler state that telephone interviews have 
three advantages over personal interviews: 1) the use of telephones brings a faster 
completion of a study; 2) the reduction of interviewer bias: physical appearance, 
body language, and actions of the interviewer 3) the caller is who decides the 
purpose, length, and tennination of the call. They further address some of the 
disadvantages: limitation on interview length, limitations on use of visual or 
complex questions, ease of interview tennination, less participant involvement. 
Face-to-face and telephone interviews and documentation are used as main data 
collection methods for this study. Documentation in this study is mostly used to 
find infomiation about industry dominant traits, and value chain and also to 
prepare some data to be discussed in interviews. According to Yin , 
documentation is mostly used to confimi and augment evidence gathered from 
other sources. 
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Both Face-to-Face and telephone interviews will be used in this study. Face-to-
Face interview has higher priority over telephone interview, however due to some 
time and money constraints some telephone interviews are inevitable. Interviews 
are open-ended with a clear question structure; They will be a little flexible to 
cover some issues ignored in questionnaire design. 
4.2.6 Sample Selection 
For analyzing of the second part of the study which involved qualitative study. 
Non-probability sampling was done without chance selection procedures. 
Purposive sampling or judgmental sampling is a non-probability sampling method 
that basically allows a researcher to select cases that seems to be best suited to 
answer the research questions. This fonn of sampling is often used when working 
with small samples, especially in a case study when a researcher is looking for 
cases that are particularly infomiative. 
Hence The non-probability or judginental sampling will be used for this part of 
the study. Each case should have some characteristics to give relevant and 
accurate data. The first sampling criterion is to have infonnation in the car 
industry. To explore the marketing strategy followed by the 3 major small car 
manufacturers viz. Maruti, Hyundai and Tata. A systematic sampling of the top 
executives of (Marketing & Sales, Finance, Operations & Quality Control, 
Dealer Development) at the organizations corporate office and GM Operations, 
Executive R&D at Manufacturing Plant was done. All the executives who were 
responsible towards taking part in shaping strategic decisions for the organizations 
at the three car manufacturers was done. After seeking prior appointment the 
executives were interviewed on a number of strategic dimension variables. The 
total numbers of executives interviewed are as follows: 
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Table 7 : No. of responding executives 
No of executives 
interviewed (a), 
Gurgaon 
Chennai 
Jamshedpur 
Pune 
Kolkata 
Total 
MUL 
5 
5 
HMIL 
4 
4 
Tata Motors 
2 
2 
1 
5 
4,2.7 Industry and Competitive analysis 
Industry and competitive analysis uses a framework of concepts and techniques to 
get a clear fix on key industry traits, the intensity of competition, the drivers of 
Indian car industry change, the market positions and strategies of rival 
companies, the keys to competitive success, and the industry's profit outlook. This 
framework provides a way of thinking strategically about Indian car industry's 
overall situation and drawing conclusions about whether the B car segment in the 
small car industry represents an attractive investment for company funds. The 
analysis entails examining a company's business in the context of much wider 
environment. 
Questions to be answered 
1. What are the small car market's dominant economic features? 
2. What is competition like? And how strong is each of the competitive 
forces? 
3. What is causing the small car industry's competitive structure and business 
environment to change? 
4. Which car brands are in the strongest/weakest position 
5. What marketing strategic moves are rival car brands likely to make next? 
6. What are the key factors of competitive success? 
7. Is the Small Car segment in the Indian car industry attractive and what 
are the prospects for above - average profitability? 
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4.2.8 Internal Analysis 
4.2.8a Business Strategy Analysis 
Strategy has been defined as a pattern by Mintzberg (13). It means that strategy is 
a pattern in a stream of decisions. This definition has two advantages: One, it is 
based on action, not just intentions. Therefore, it makes strategy observable and 
tangible. Second, it defines strategy in a way that does not depend on a finn 
having gone through a fonnal planning and documentation process (20). Business 
strategy analysis is composed of two steps: Strategy Identification, and Strategy 
evaluation. 
All firms have a realized strategy, whether or not management has made that 
strategy explicit in advance. A firm's actual strategy can be quite different from 
what management thinks it is or from what it was intended to be. The process of 
delineating the realized strategy is called strategy identification (20). 
Having identified the components of the business strategy, the manager now has 
the raw material with which to evaluate the quality of that strategy. After gaining 
a thorough understanding of the strategy's quality can one know what elements of 
strategy should be changed and, equally important, which elements of strategy are 
sound and should not be altered. In addifion, the evaluation process itself will 
suggest strategic alternatives. 
The stronger company's current overall performance, the less likely the need for 
radical changes is strategy. The weaker a company's financial perfomiance and 
market standing, the more in current strategy must be questioned. Weak 
performance is almost always a sign of weak strategy, weak execution, or both. 
Questions to be answered 
1. What marketing mix strategies (product/price/promotion/ place have been 
followed so far? 
2. How have they influenced the company? 
3. What positive and negative aspects have those strategies had? 
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4.2.8b Evaluation of company resources and competitive capabilities 
Insightful company situation analysis is a precondition for identifying the strategic 
issues that management needs to address and for tailoring strategy to company 
resources and competitive capabilities as well as to industry competitive 
condition. 
There is a key distinction between resources and capabilities. Resources are inputs 
into the production process- they are the basic units of analysis. The individual 
resources of the fimi include items of capital equipment, skills of individual 
employee, patents, brand names, company image, finance, and so on. But, on their 
own, few resources are productive. Productive activity requires the cooperation 
and coordination of teams of resources. A capability is the capacity for a team of 
resources to perfomi some task or activity. While resources are the source of a 
finn's capabilities, capabilities are the main source of competitive advantage. 
Questions to be answered 
4. What are the company resource strengths and weaknesses and its external 
opportunities and threats? 
5. Are the company's prices and costs competitive in the B segment ? 
6. How strong is the company's competitive position relative to its rivals? 
7. What strategic issues does the company face? 
4.2.9 Setting Strategic Direction 
4.2.9a Developing Mission 
A mission statement, defines where the organization is going now, basically 
describing the purpose, why this organization exists {«.)). It could help managers 
by serving as beacon of the enterprise's long-temi direction, and helping channel 
organizafional efforts and strategic initiatives. It gives the organization its own 
special identity, business emphasis, and path for development- one that typically 
sets it apart from other similarly situated companies. (2) 
Quesfions to be Answered 
1. What are the B segment customers' needs? 
I l l 
2. What are the needs of supply chain partners and internal customers? 
3. Which customer groups have been targeted by company for B segment 
cars? 
4. How the company goes about creating and delivering value to 
customers and satisfying their needs? 
4.2.9b Developing Vision 
While a mission statement highlights the boundary of the company's current 
business, a vision statement shows where the company should be positioned in 
future. A well-articulated strategic vision creates enthusiasm for the course 
management has charted and engages members of the organization. Strategic 
visions usually have time horizon of five years or more unless the industry is very 
new or market conditions ti-that it's difficult to see that far in future with any 
degree of confidence. 
Questions to be answered 
5. What changes are occurring in the B segment small car market arenas 
where we operate, and what implications do these changes have for the 
direction in which we need to move? 
6. What new or different customer needs should we be moving to satisfy? 
7. What new or different buyers segments should we be concentrating on? 
8. What new sub segment or product markets should we be pursuing or 
creating ? 
9. What should the company's business makeup looks like in five years? 
10. What kind of car producing company should we be trying to become? 
4.2.10 Strategy Development 
4.2.10a Identifying strategic options 
On a much higher level from Marketing strategy which is directed at a segment or 
product group, small car segment, the Business strategy, of the company is 
concerned principally with (1) fomiing responses to changes under way in the 
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industry, the economy at large, the regulatory and political arena, and other 
relevant areas; (2) crafting competitive moves and market approaches that can 
lead to sustainable competitive advantage; (3) building competitively valuable 
competencies and capabilities; (4) uniting the strategic initiatives of functional 
departments; and (5) addressing specific strategic issues facing the company's 
business. (2) 
Based on the existing situation and the vision, in this stage, different-alternatives 
for realizing that vision should be identified. Strategy-making is not an analytical 
process and actually is something that comes out of managers' mind. So, a part of 
this stage of model is to provide necessary inputs for management decision about 
strategy. But, the more important part is a creative process which may make a 
hybrid of options, a totally new strategy, or tailor one option to the other. 
Questions to be answered 
1. Which strategies work better in the Indian car industry? 
2. Which composition of product/customer should be targeted? 
3. Which opportunities are available for integrating the delivery chain? 
4. Which opportunities are available for merger and acquisition? 
4.2.10b Evaluating strategic options 
Choosing among strategic alternatives is usually difficult. Managers encounter 
this difficulty because they lack perfect foresight. They must choose a course of 
action today, whose success depends on future conditions, without knowing 
exactly what the future looks like. Therefore, in selecting a strategic alternative, 
the manager is actually placing a 'bet': he is using his beliefs about the future to 
choose a plan that best fulfills his finn's objectives. 
Once alternative strategies have been determined, the next s model is to evaluate 
them and choose the best one. Three tests are used to evaluate the merits of one 
strategy over another: 
4.2.10c The goodness of Fit Test — a good strategy has to be well matched to 
industry and competitive conditions, market opportunities and threats, and other 
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aspects of the enterprise's external environment. At the same time, it has to be 
tailored to the company's resource strengths and weaknesses, competencies, 
and competitive capabilities. 
4.2.10d The Competitive Advantage Test— a good strategy leads to sustainable 
competitive advantage. The bigger the competitive edge, that a strategy helps 
build, the more powerful and effective it is. 
4.2.lOe The Rgrformance Test - a good strategy boosts company perfomiance. 
Two kinds of performance improvements are the most telling of a strategy's 
caliber: gains in profitability and gains in the company's competitive strength and 
long-tenn market position. 
Questions to be answered 
5. What are the impacts of each strategy on company's financial and 
strategic perfonnance? 
6. How consistent is each marketing strategy with the industry structure? 
7. How well do company's internal resources or capabilities support or 
detract from each strategy? 
8. What competitive advantages or disadvantages would each strategy lead 
to? 
4.2.11 Emerged Frame of Reference 
Based on the literature review chapter, in this chapter it was shown that strategic 
planning is a suitable approach to strategy-making for a company which works in 
Indian car industry. Then according to the strategic planning literature a 
framework was developed which shows the elements and sequence of a strategic 
planning project. 
The rest of this research is devoted to customizing and tailoring this basic 
framework according to the context of small car segment of the car industry. The 
purpose of this study is to find the differences in marketing strategies followed by 
competing car companies within the B segment cars, the most competitive among 
other small cars. 
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Towards addressing the marketing strategic planning followed by the car 
companies the question as in parts 5-3, 3-4, 3-5, and 3-6 should be answered, the 
purpose of research can be translated to finding those questions which should be 
ansv/ered at the industry level and not the company level, because a generalized 
comparative analysis about the small car industry could be done. The expected 
outcome of this result towards generalized industry analysis rather than individual 
company analysis was agreed upon in discussion, before the respondents agreed to 
answering strategy related questions for the study. 
Table 8: Extracted research questions 
1. External Analysis 
Qi 
Q3. 
Q6. 
2.Internal Analysis 
Q2. 
Q5. 
Q6. 
3, Setting strategic Direction 
Ql. 
Q3. 
Research Questions 
What are the Small Car market's dominant economic 
features? 
What are the major driving forces of the Small Car 
segment in the Indian Car Industry? 
What are the Critical Success Factors of Small Car 
segment in Indian Car Industry? 
What performance measures can be used for 
evaluating the results of the Small Car 
manufacturing company? 
What are the different Marketing Mix strategies for a 
small car company? 
What is the relative position of company due 
Marketing Mix strategies, against its rivals? 
What are typical strategies which work well in the 
small car industry? 
What are the opportunities for vertical integration in 
car industry? 
As shown in Table 8 there is no research question directly setting strategic 
direction of company, because there is no in factor in detemiining the strategic 
objective. 
Considering the stages of strategic marketing planning that it is a continuous 
process. It has some inputs and outputs and is not static but dynamic in nature. 
Since it is reaction based and keeps changing none of the research question are 
about the result of the output because they're not going to continue running the 
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strategic planning for a specific company for ever. But a static analysis for a 
certain time frame, and they are going to present a model for the role of strategic 
marketing by a company in a competitive scenario. And those questions provide 
the model with some considerations about inputs and process of integrating 
marketing strategies within business strategy. 
4.2.12 Data Analysis 
The ultimate goal of analyzing data is to treat the evidence fairly, to produce 
compelling analytical conclusions and to rule out alternative interpretations. Data 
analysis involves turning a series of recorded observations into descriptive 
statements. When analyzing the data collected, the intentions are to find answers 
on the previously stated objectives. Miles and Huberman present the following 
three parallel flows of activity to explain the analysis. 
4.2.12a Data reduction: The process of selecting, focusing, simplifying, 
abstracting and transforming the data. The purpose is to organize the data so that 
the final conclusion can be drawn and verified. 
4.2.12b Data Display: Taking the reduced data and displaying it in an organized 
compressed way so that conclusions can be more easily drawn. 
4.2.12c Conclusion drawing verification: Deciding what things mean, noting 
regularities, patterns, explanations, possible configurations, casual flows, and 
propositions. 
Miles and Huberman further present pattern coding as a way to present data. For a 
qualitative analyst, pattern coding is important since it reduces large amounts of 
data into a smaller number of analytic units. This facilitates for the researcher 
since they can stay more focused and helps the researcher to elaborate a cognitive 
map in order to understand local incidents and interactions. 
In this study three mentioned steps are followed in order to analyze the empirical 
data. The data will be reduced through a within-interview analysis where the cases 
will be compared against the frame of reference. Further, the data will be 
displayed through a cross-interview analysis where the interviews compare 
against one another. Finally, conclusions from these analyses will be drawn based 
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on the patterns of similarities and differences, which are discovered in the data 
reduction and data display. 
4.2.13 Quality Standards 
The two important criteria that were used to determine the quality of a research: 
the reliability and the validity in the quantitative part of the study have so been 
incorporated to validate instrument for the qualitative part of the research too. 
4.2.13a Validity 
Validity being concerned with whether the findings are really about what they 
appear to be about. Yin has presented three commonly used tests for a researcher 
to test the validity. These include construct validity, internal validity, and external 
validity as discussed above. Here in we discuss four different tests of judging the 
quality of research design; I) Construct validity: establishing correct operational 
measures for the concepts being studied, 2) Internal validity; establishing a causal 
relationship, whereby certain conditions are shown to lead to other conditions, as 
distinguished from spurious relationships, 3) External Validity: establishing the 
domain to which a study's findings can be generalized. 
Yin claims that internal validity only is used for explanatory or causal studies, this 
part of the study mainly is descriptive and therefore the test will not be dealt with 
further. Yin also states that external validity deals with the problems of making 
generalizations of the case study. There are three tactics according to construct 
validity: Use multiple sources of evidence; Establish chain of evidence; Have key 
informants review draft case study report. In this part of research, documents and 
interviews are used as sources of evidence. Throughout this study references will 
be made to all the sources from which evidence will be collected. Furthermore, 
after designing the interview questionnaire, and guide; it will be reviewed and 
approved by the auto industry experts and academicians before conducting the 
interview with respondents. 
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The interviewees will be contacted in advance about the matters are going to be 
discussed and also to assure that they are qualified for the interviews. To increase 
the external validity an interview guide, will be developed and followed through 
the study. 
4.2.13b Reliability 
The goal of reliability is to minimize the eixors and biases in a study similar to the 
aspects discussed for the first part of the study. The objective is that if a later 
researcher follows the same procedures as described by a previous researcher and 
conducts the same study all over again; the later researcher should arrive at the 
same finding and conclusions as the previous. One prerequisite for the researcher 
to be able to repeat a previous study is that the procedure followed in the earlier 
case is documented. Hence, a good guideline is to conduct the research so that an 
auditor could repeat the procedure and arrive at the same result. 
To have more reliable research, several respondents will be asked the same 
questions and most the conclusions will be drawn based on expert consensus. 
Those issues which are more agreed on will be assumed as fact. Since the 
interviewees have an in-depth knowledge in the research field, it has a good 
chance to have the same results in repetitive run of study. There is something that 
should be considered in this research and that is time-dependency of the study. 
Since this research is focused on the environment of car industry and it changes 
by the time, the results can be different in a different time, but in short-time there 
will not certainly be a drastic change in results. It might be just slight variations in 
number of factors and their importance. 
In Figure 11 , a schematic view of this research's methodology has been sketched. 
118 
Fig. 11 : Schematic view of Research methodology 
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4.2.14 Data Analysis 
Data was subjected to cleaning in order to look for missing values as also for 
errors in data entry for instance values being entered which exceed the limits 
predetennined in the questionnaire. 
Several univariate techniques both descriptive and inferential have been used 
under descriptive analysis, the researcher has used, mean, frequency distribution, 
standard deviation. Under inferential statistics independent sample Student's t test 
as well as Pearson's Chi square analysis has been used. Correlation regression 
analysis was used towards descriptive analysis under bivariate techniques. In 
Multivariate techniques, the researcher, has the researcher has relied on factor 
analysis and Stepwise Multiple regression analysis. The entire data analysis was 
done using SPSS Statistics 17.0 software and MS Office Excel 2007 used for 
some primary calculations and towards plotting of graphs. 
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4.2.15 Expected Contribution of the study 
Since product sales fonns the resource generation base for any business activity. 
Every organization's marketing activity, is aligned towards achieving it. A 
carefully designed marketing strategy by strategists acts as the roadmap to achieve 
this objective. But in a marketplace with many companies offering competing 
product with their own marketing strategies results in the sales of that product 
which really appeals to the customer. The research is built upon the premise to 
study competing car brands on the marketing predictors as judged by intending car 
buyers. A comparative analysis of each car brand tested on each of the marketing 
mix variable to differentiate its brand and image perception for the buyer is done. 
Also the study attempts to explore which of the marketing mix variables has the 
subsequent degrees of impacts towards shaping a purchase intention for a car 
buyer. Finally the research attempts to study the marketing strategy from the car 
manufacturer positions itself, in relation to its competitive strategy in the car 
industry. 
4.2.16 Limitations of the study 
This study is delineated for studying Small Car segment within the Indian Car 
industry, fiirther it delimits its scope to analyzing the marketing strategies of B 
segment cars of the three major car producers and their three competing cars in 
the B segment. The result obtained shall be limited to this subsection of the small 
car market. The designs used in the analysis too have their own limitations. Also 
the study is carried out only in 5 Indian cities of Aligarh, Gurgaon, Chemiai, Pune 
and Jamshedpur, and therefore has a geographical limitation towards using the 
result for the rest of the country. 
Further more the study has tried to use different perception variables more 
towards addressing the marketing parameters. This can be further strengthened by 
exploring correlating between the outputs of the study with and real financial data 
towards production and sales, ROI, growth and profitability impact of the 
marketing strategy of the small car company for the specified car. 
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Chapter 5 
Analysis and Interpretation 
Chapter Outline 
This chapter tries to describe the data and analyze to gain additional insights. 
The chapter presents both descriptive, inferential and associative statistics. It starts 
with the analysis of the first study, towards understanding the general profile of 
the intending car buyer explained by parameters such as frequency and 
observation of some other demographic variables. 
Next set of questions of the questionnaire involve the use of rank ordering the 
intending set of car buying factors. This is followed by hypothesis testing wherein 
Pearson's Chi Square test is used to analyze the data and draw inferences. The 
comparison of car brands uses the test of significance towards testing hypotheses 
comparing car brands on the different marketing parameters. 
The next subsection looks at multivariate analysis and the set of data is analyzed 
using Factor Analysis and then under associative statistics, by correlation 
regression the related significantly correlated factors are extracted out. Stepwise 
multiple regression is finally used to identify and understand the recurring effect 
of marketing mix elements towards a consumer's intending car brand purchase 
decision. 
In the subsection that follows the second part of the study is analyzed. The 
qualitative study presents the Indian Small Car Industry overview with industry 
dominant market features. This is followed by the competitive advantage for the 
Indian car industry and the economic factors identified by the car industry experts 
towards shaping the competitive environment of the Indian Small Car Industry. 
Finally the Driving Forces extracted out of the interview questions. This is 
followed by extracting the Critical Success Factors and the Generic Competitive 
strategy, as to how each car manufacturing company positions itself 
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The last section in Data Analysis presents the Marketing strategies of the three 
competing car companies for their respective small cars in the B segment. 
5.1 Data description for Marketing Mix Elements toward intending Car 
Purchase Decision. 
The first question investigated the occupational group i.e., consumers employed in 
Govt. Concern, Pvt. Enterprises, or had their own Business. Also it was explored 
if the intending car purchasers were from 'Others' occupational group not detailed 
in question number one. 
Fig. 12. Pie Chart of Occupational Group of Respondents 
Occupational Groups of Intending Car Purchasers 
Own business 
21% 
Others 
Govt. 
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33% 
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The response obtained indicated the 33 % of the intending car purchasers were 
from Govt, organizations, 42% were from the private sector while it was found 
that 21% had there own business and 4% indicate the option 'others' they were 
either students or housewives or representatives of certain organizations and did 
not comprise of the three specified income criteria. 
The second question comprised of two parts. The first part of the second question 
investigated if the car being purchased was the respondent's first car. In case this 
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happened to be the second car, then the brand of the earlier car owned by the 
respondent was asked in the second part of the second question. Else, in case the 
respondent replied it as the first car to be purchased by him/ her, then the second 
part of the second question was left out. 
Fig. 13. Pie Chart of previous car ownership 
Car Ownership 
Owned a car 
earlier 
17% 
The findings obtained indicated that about 83% of the respondents did not own a 
car, and this purchase would be their first car, but about 17 % replied of having a 
car earlier. 
Fig. 14. Pie Chart of brand wise distribution of prior car 
Brandwise distribution of cars among those intending 
buyers who earlier owned a car 
Others (Omni..) 
Ambassador 9% 
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Of those who owned a car earlier, a majority of them had Maruti 800 (60% ) 
followed by Premiere PAL (27%), Ambassador (4%) and others (9%). 
The third question answered the intending purchase decision made by the 
consumer in case of the purchase decision for a car brand from among the 3 listed 
car brands and the fourth option, exploring if s/he had any other brand option not 
mentioned. 
Fig. 15. Pie Chart of Brand Purchase Intention 
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The responses obtained for this question indicated that 37% respondents intended 
purchasing Maruti Wagon R followed by 31% purchasing Hyundai Santro Xing 
and the 32% wished to purchase Tata Indica. Interestingly no one opted for the 
fourth option 'any others'. The reason behind none opting the fourth category 
being that they had already made up their mind for one of the three brands as they 
were approached right after their marketing experience, in one of the three 
mentioned car's showrooms and they had a test drive and had pre decided upon 
purchasing one of the cars 
The fourth question addressed the time frame for the purchase decision. The 
options ranging from within a month to six months. The fourth option indicated if 
the decision was to be taken beyond six months. 
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Fig. 16. Pie Chart of Time Frame distribution 
Time Frame for Car Purchase 
after 6 months 
The time frame most respondents indicated for purchasing the car was (78%) 
within a month, (14%) expressed their intention to purchase within 1-3 months, 
and (7%) indicating between 3-6 months, while (1%) intended purchasing the said 
car after 6 months. 
The fifth question explored the promotion mix on the basis of which the intended 
car purchaser collected information towards deciding upon his/ her brand purchase 
intention. The options for the various sources of information being car dealer to 
Newspaper/Magazines, mass media sources like Radio, T.V. Information 
technology source like website. Personal sources like friends, relatives which were 
major information sources towards purchase decisions. The question also had an 
option to probe any other source if availed by them. 
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Fig. 17. Bar Chart depicting Information Source 
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The information sources identified as the outcome of this question were that 
dealers were the most important source of information, followed by T. V., Friends/ 
Relatives and Newspaper and Magazines. Websites scored very less followed by 
Radio and any other source like bill boards etc. As the intending consumer after 
identifying information from T.V. newspapers, magazines along with personal 
sources like friends and relatives who had purchased a car, moved to dealers to 
have touch, feel and experience the car, in a test drive. The importance of 
marketing experience offered by dealers were an important marketing mix 
parameter towards building a decision about a brand. The role of print and 
electronic media scored importance in information gathering than web source. The 
reason being web access being limited for a large number of intending customers 
who either did not use this as a medium of search and comparison tool or who 
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wished to have a real feel of the car, a high involvement product. Secondly, the 
easy access to a car, as all car brands had multi dealers in nearly every city. The 
most important source of personal influence being friends and relatives who 
provided infomiation on their experiential level influencing the intending car 
purchaser's infonnation source towards fonning a decision for a car brand. Finally 
it was the dealer who was the most important source towards addressing any 
query or providing any remaining information for selecting the car. 
Question no 6a tried to evaluate the 3 most important factors towards selecting 
any car. 
Each brand of car was assessed on the given 12 categories and the importance of 
the 12 factors identified for each car brand. Finally the top three factors for car 
brand as ranked by the intending buyers were 
Table 9: Top three parameters ranked for car brand selection 
Intending car buyers parameter ranks 
1 
2 
3 
Parameter for car brand selection 
Comfortability 
Fuel Efficiency 
Safety 
Question 6b was designed to check out significant association between certain 
parameters which fonned as important factors towards shaping purchase intention 
for a specific brand of car all the factors were analyzed and four of them found 
significant on the basis of the chi square test. They were extracted as follows 
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Table 10 : Chi square test for Intending Car Purchase Parameter 
Intending Purchase Parameter 
Ease of maneuverability 
Cabin Space 
Luggage Space 
Comfortable to ride 
Durability/ ruggedness 
Commercial utility 
After sales service 
High technology 
Company's image 
Fuel efficiency 
Safety features 
Environment friendly 
Intending Consumers 
Pearson Chi-Square 
20.334 
13.588 
11.193 
15.230 
16.289 
5.302 
27.530 
17.112 
13.304 
10.273 
12.627 
24.372 
Sig. 
0.063 
0.001** 
0.776 
0.003** 
0.673 
0.122 
0.061 
0.645 
0.419 
0.004** 
0.000** 
0.593 
*p< .05** significant values 
Comfortable Ride 
Cabin space 
Fuel Efficiency and 
Safety 
Further it was decided to explore the importance these parameters played towards 
selecting a specific brand of car. 
The result of the chi square test addressed the follow hypotheses which were 
framed towards proposing significant association between the above twelve 
factors and purchase intention for a car brand. 
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HOI: There is no significant difference between ease of maneuverability 
parameter and intending car brand selection. 
Since the value of chi square for the maneuverability parameter is 20.334 and the 
significant value of p is 0.063 which is greater than 0.05 this indicated that the 
parameter easy of maneuverability was statistically not significant. Thus null 
hypothesis Hoi is accepted i.e., there is no significant difference towards 
intending car brand selection on the parameter ease of maneuverability and 
intending car brand selection. Wagon R had a smaller turning radius compared to 
Indica and Santro Xing, but all the three brands had Power steering which aids in 
maneuverability in city and bylane driving conditions and for quick cornering and 
ease in parking. 
H02: There is no significant difference between cabin space parameter and 
intending car brand selection. 
The value of chi square for the cabin space parameter being 13.588 and the p 
value being 0.001 which is less than 0.05 indicating that the parameter cabin space 
was statistically significant. The null hypothesis H02 is thus rejected, i.e., there is 
significant difference between the cabin space parameter and the intending car 
brand selection. The three car brands have improved their styling from earlier low 
floor sedan styling to The Tall Boy design for ease in entry and exit in the car and 
incorporate passenger room and comfort. 
H03: There is no significant difference between luggage space parameter and 
intending car brand selection. 
The value of chi square for the cabin space parameter being 11.193 and the p 
value being 0.776 which is more than 0.05 indicating that the parameter luggage 
space was statistically not significant. The null hypothesis H03 is thus accepted. 
Thus there is no significant difference between the cabin space parameter and the 
intending car brand selection even though all the three brands under consideration 
are 1V2 Box cars and hatch backs 
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Ho4: There is no significant difference between comfortable to ride parameter 
and intending car brand selection. 
The value of chi square for the comfortable to ride parameter being 15.230 and the 
p value being 0.003 which is less than 0.05 indicating that the parameter 
comfortable to ride space was statistically significant. The null hypothesis Ho4 is 
thus rejected, i.e., there is significant difference between the comfortable to ride 
parameter and the intending car brand selection. 
Hos: There is no significant difference between durable/ ruggedness parameter 
and intending car brand selection. 
Since the value of chi square for durability/ruggedness parameter is 16.289 and 
the significant value of p is 0.673 which is greater than 0.05 this indicated that the 
parameter of durability/ruggedness was statistically not significant. Thus null 
hypothesis H05 is accepted i.e., there is no significant difference towards 
intending car brand selection on the parameter of durability/ruggedness. 
H06: There is no significant difference between commercial utility parameter 
and intending car brand selection. 
For the parameter commercial utility for intending car brand section, the value of 
chi square was observed to be 5.302 and the p value 0.122 which was greater than 
0.05 and hence being not significant. Thus the null hypothesis H06 was accepted 
and that there is no significant difference for the parameter commercial utility for 
intending car brand section. This is because the B car segment of the small car 
category is generally not used for commercial utility purpose and taxi. 
H07: There is no significant difference between after sales service parameter 
and intending car brand selection. 
The chi square value for the parameter after sales service was 27.530 and the p 
value 0.061 which was greater than 0.05 and not significant. Thus null hypothesis 
Ho7 was accepted that there is no significant difference between after sales service 
parameter and intending car brand selection. As all the dealer are both company 
authorized sales and service centres for the cars under study. 
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Hos: There is no significant difference between high technology parameter and 
intending car brand selection. 
Since the value of chi square for high technology parameter is 17.112 and the 
significant value of p is 0.645 which is greater than 0.05 this indicated that the 
parameter of high technology was statistically not significant. Thus null 
hypothesis Hog is accepted and that there is no significant difference between high 
technology parameter and intending car brand selection. Which is the underlying 
reason in new technology being added to the product dimension in each model 
fonning the USP in promotion and brand communication. All the three car brands 
had MPFI ( Multi Point Fuel Ignition) against the outdated carburetor technology. 
Wagon R had aluminum dye cast engine making it lighter while Tata Indica had 
Power Torque engine and Santro Xing advanced new technology added to its 
engine for more power and economic fuel consumption. 
Ho9.' There is no significant difference between company image parameter and 
intending car brand selection. 
The car manufacturing company's image parameter had a chi square value of 
13.304 and the p value was 0.419, which is greater than 0.05 indicating not 
significant statistically. Thus the null hypothesis Ho9 is accepted that there is no 
significant difference between company's image parameter and intending car 
brand selection. 
Hoio: There is no significant difference between fijel efficiency parameter and 
intending car brand selecfion. 
The value of chi square for the ftjel efficiency parameter being 10.273 and the p 
value was 0.004 which is less than 0.05 indicating that the parameter fijel 
efficiency was statisdcaliy significant. The null hypothesis Hoio is thus rejected, 
i.e., there is significant difference between the fuel efficiency parameter and the 
intending car brand selection. 
Hon: There is no significant difference between safety parameter and intending 
car brand selection. 
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Since the value of chi square for safety parameter is 12.627 and the significant 
value of p is 0.000 which is greater than 0.05 this indicated that the parameter of 
safety was statistically significant. The null hypothesis Hon is thus rejected for 
alternate hypothesis that there is significant difference between the safety 
parameter and the intending car brand selection. With all cars of the B segment 
incorporating safety features for passengers like side roll bars, crumple zones and 
seat belts being the standard features. Also some variants of the three car brands 
coming with collapsible steering and air bags and ABS technology to avoid 
skidding in high speed. 
Hon: There is no significant difference between environment friendly parameter 
and intending car brand selection. 
Since the value of chi square for environment friendly parameter is 24.372 and the 
significant value of p is 0.593 which is greater than 0.05 hence it was not 
statistically significant. Hence parameter of environment friendly was statistically 
not significant towards intending car brand selection. Thus null hypothesis H012 is 
accepted and that there is no significant difference between environment friendly 
parameter and intending car brand selection because of the government guided 
environment policy of Euro II and Euro III compliant standards of fuel emission 
to be integrated in all cars manufactured. 
The seventh question was designed to evaluate comparafive strengths and 
weaknesses between car brands. A paired comparison between the three cars was 
done, taking two cars at a time. A comparison was done between Wagon R and 
Indica, between Indica and Santro, and between Wagon R and Santro for various 
elements of marketing mix and brand image. The list of marketing mix and image 
factors comprised of 11 statements and each brand was cross evaluated by 
respondents for each factor. A 5 point Likert scale (1-5) (very poor to very good) 
was applied towards rating the responses for each brand of car. 
Independent t-test was applied to obtain the mean difference between the three 
brands of cars, analyzing two car brands at a time and idenfifying which of the 
two pair of cars scored significantly higher than the other over each factor. The t 
test was used to separate significant means from insignificant means. 
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Table 11 :Independent t-test for Wagon R (WR) and Indica (IN) 
Variables 
Easy to drive WR 
Easy to drive IN 
Easy to maintain WR 
Easy to maintain IN 
Sophisticated WR 
Sopliisticated IN 
Attractive styling WR 
Attractive styling IN 
Popularity WR 
Popularity IN 
Spacious WR 
Spacious IN 
Fuel efficient WR 
Fuel efficient IN 
Value for money WR 
Value for money IN 
Environment Friendly WR 
Environment Friendly IN 
Sporty WR 
Sporty IN 
High tech WR 
High tech IN 
Mean 
3.91 
3.96 
3.92 
3.87 
3.41 
4.00 
3.64 
4.14 
4.09 
4.14 
3.70 
4.00 
3.52 
4.00 
3.91 
4.01 
3.70 
4.13 
3.39 
3.65 
3.22 
3.78 
SD 
0.846 
0.639 
0.751 
0.551 
0.891 
0.617 
0.657 
0.441 
0.743 
0.658 
0.902 
1.311 
0.992 
0.841 
0.894 
0.581 
0.795 
0.931 
0.669 
0.825 
0.752 
0.643 
t-value 
-0.237 
0.182 
1.311 
0.842 
3.865 
-1.321 
-2.204 
-0.358 
-1.447 
-1.239 
-2.335 
Sig.(2-tailed) 
0.815 
0.857 
0.197 
0.405 
0.000** 
0.200 
0.056 
0.724 
0.162 
0.228 
0.029** 
*p<.05** significant values 
Hoi3: There is no significant difference between the means of variable "easy to 
drive" for WR and IN. 
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For Wagon R and Indica The first parameter "easy to drive" was analyzed using 
independent t- test and it was found that mean score for WR was (M=3.91) and 
SD value was (0.846) while for Indica mean score was (M=3.96) and SD 
= (^0.639). The t score obtained was (t= -0.237). The sig. value being 0.815 which 
was higher than 0.05 thus the researcher found that there was insignificant 
difference between the two brand of small cars on the parameter of "easy to drive" 
thus the hypothesis H013 was accepted that there is no significant difference 
between the means of variable "easy to drive" for WR and IN. 
Hoi4: There is no significant difference between the means of variable "easy to 
maintain" for WR and IN. 
The second parameter "easy to maintain" when analyzed using independent t- test 
was found that the mean score for WR was (M=3.92) and SD value was (0.751) 
while for Indica mean score was (M=3.87) and SD = (0.551). The t score obtained 
was (t= 0.182). The sig. value being 0.857 which was higher than 0.05 thus it 
was found that there was insignificant difference between the two brands of small 
car on the parameter of "easy to maintain" thus the null hypothesis Hoi4 was 
accepted that there is no significant difference between the means of variable 
"easy to maintain" for WR and IN. 
Hoi5: There is no significant difference between the means of variable 
"sophisticated" for WR and IN. 
The third parameter "sophisticated" was analyzed using independent t- test and 
the results found indicated that the mean score for WR was (M=3.41) and SD 
value was (0.891) while for Indica the mean score was (M=4.00) and SD = 
(0.617). The t score obtained was (t= 1.311). The sig. value being 0.197 which 
was higher than 0.05 thus it was found that there was no significant difference 
between Wagon R and Indica on the parameter of "sophisficated" thus the null 
hypothesis H015 was accepted that there is no significant difference between the 
means of variable "sophisticated" for WR and fN. 
H016: There is no significant difference between the means of variable "attractive 
styling" for WR and IN. 
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The fourth parameter "attractive styhng" was analyzed using the independent t-
test and the results found that the mean score for WR was (M=3.64) and SD value 
was (0.657) while for Indica the mean score was (M=4.14) and SD = (0.441). The 
t score obtained was (t= 0.842). The sig. value being 0.405 which was higher than 
0.05 thus it was found that there was no significant difference between Wagon R 
and Indica on the parameter of "attractive styling" thus the null hypothesis Hoi6 
was accepted that there is no significant difference between the means of variable 
"attractive styling" for WR and IN. 
Hoi?: There is no significant difference between the means of variable 
"popularity" for WR and IN. 
For Wagon R and Indica The fifth parameter "popularity" was analyzed using 
independent t- test and it was found that mean score for WR was (M=4.09) and 
SD value was (0.743) while for Indica mean score was (M= 4.14) and SD 
=(0.658). The t score obtained was (t= 3.865), The sig. value being 0.000 which 
was lesser than 0.05 thus a significant difference was found between Wagon R 
and Indica on the parameter of "popularity". Thus the null hypothesis Hon was 
rejected for alternate hypothesis that there is significant difference between the 
means of variable "popularity" for WR and IN. 
Hoi8: There is no significant difference between the means of variable "spacious" 
for WR and IN. 
The sixth parameter "spacious" was analyzed using the independent t- test and 
the results found that the mean score for WR was (M=3.70) and SD value was 
(0.902) while for Indica the mean score was (M=4.00) and SD = (1.311). The t 
score obtained was (t = -1.321). The sig. value being 0.200 which was higher 
than 0.05 thus it was found that there was no significant difference between 
Wagon R and Indica on the parameter of "spacious" thus the null hypothesis Hoig 
was accepted that there is no significant difference between the means of variable 
"spacious" for WR and IN. 
H019: There is no significant difference between the means of variable "fuel 
efficiency" for WR and IN. 
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The seventh parameter "fuel efficiency" was analyzed using the independent t-test 
and the results found that mean score for WR was (M=3.52) and SD value was 
(0.992) while for Indica the mean score was (M=4.00) and SD = (0.841). The t 
score obtained was (t = -2.204). The sig. value being 0.056 which was higher 
than 0.05 thus it was found that there was no significant difference between 
Wagon R and Indica on the parameter of "fijel efficiency" thus the null 
hypothesis H019 was accepted that there is no significant difference between the 
means of variable "fuel efficiency" for WR and IN. 
H020: There is no significant difference between the means of variable "value for 
money" for WR and IN. 
The eighth parameter "value for money" was analyzed using the independent t-
test and the results found that mean score for WR was (M=3.91) and SD value 
was (0.894) while for Indica the mean score was (M=4.01) and SD - (0.581). The 
t score obtained was (t = -0.358). The sig. value being 0.724 which was higher 
than 0.05 thus it was found that there was no significant difference between 
Wagon R and Indica on the parameter of "value for money" thus the null 
hypothesis H020 was accepted that there is no significant difference between the 
means of variable "value for money" for WR and IN. 
H021: There is no significant difference between the means of variable 
"environment friendly" for WR and IN. 
The ninth parameter "environment friendly" was analyzed using the independent 
t-test and the results found that mean score for WR was (M=3.70) and SD value 
was (0.795) while for Indica the mean score was (M=4.13) and SD = (0.931). The 
t score obtained was (t = -1.447). The sig. value being 0.162 which was higher 
than 0.05 thus it was found that there was insignificant difference between 
Wagon R and Indica on the parameter of "environment friendly" thus the null 
hypothesis H021 was accepted that there is no significant difference between the 
means of variable "environment friendly" for WR and IN. 
H022: There is no significant difference between the means of variable "sporty" for 
WR and IN. 
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The tenth parameter "sporty" when analyzed using independent t- test was found 
that the mean score for WR was (M=3.39) and SD value was (0.669) while for 
Indica mean score was (M=3.65) and SD = (0.825). The t score obtained was (t= -
1.239). The sig. value being 0.228 which was higher than 0.05 thus it was found 
that there was insignificant difference between the two brands of small car on the 
parameter of "sporty" thus the null hypothesis H022 was accepted that there is no 
significant difference between the means of variable "sporty" for WR and IN. 
H023: There is no significant difference between the means of variable "high 
technology" for WR and IN. 
For Wagon R and Indica The eleventh parameter "high technology" was analyzed 
using independent t- test and it was found that mean score for WR was (M=3.22) 
and SD value was (0.752) while for Indica mean score was (M= 3.78) and SD 
=(0.643). The t score obtained was (t= -2.335). The sig. value being 0.029 which 
was lesser than 0.05 thus a significant difference was found between Wagon R 
and Indica on the parameter of "high technology". Thus the null hypothesis H023 
was rejected for alternate hypothesis that there is significant difference between 
the means of variable "high technology" for WR and IN. 
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Table 12 cindependent t-test for and Santro (SN) and Indica (IN) 
Variables 
Easy to drive SN 
Easy to drive IN 
Easy to maintain SN 
Easy to maintain IN 
Sopliisticated SN 
Sophisticated IN 
Attractive styling SN 
Attractive styling IN 
Popularity SN 
Popularity IN 
Spacious SN 
Spacious IN 
Fuel efficient SN 
Fuel efficient IN 
Value for money SN 
Value for money IN 
Environment Friendly SN 
Environment Friendly IN 
Sporty SN 
Sporty IN 
High tech SN 
High tech IN 
Mean 
4.61 
4.27 
4.28 
3.99 
4.28 
4.11 
4.50 
4.38 
4.61 
4.01 
4.41 
4.14 
4.44 
4.31 
4.33 
3.90 
4.34 
4.21 
4.27 
3.89 
4.34 
4.29 
SD 
0.771 
0.341 
0.587 
0.677 
0.652 
0.563 
0.713 
0.631 
0.733 
0.591 
0.464 
0.972 
1.832 
0.902 
0.760 
0.711 
0.681 
0.541 
1.021 
0.913 
0.927 
1.122 
t-value 
3.002 
2.303 
-2.430 
-2.318 
-0.157 
2.054 
0.896 
1.811 
1.533 
2.831 
0.422 
Sig.(2-tailed) 
0.005** 
0.027** 
0.024** 
0.031** 
0.877 
0.047** 
0.376 
0.078 
.133 
0.007** 
0.675 
*p<.05** significant values 
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Ho24-" There is no significant difference between the means of variable "easy to 
drive" for SN and IN. 
For Santro and hidica The first parameter "easy to drive" was analyzed using 
independent t- test and it was found that mean score for SN was (M=4.61) and SD 
value was (0.771) while for Indica mean score was (M=4.27) and SD =(0.341). 
The t score obtained was (t= 3.002). The sig. value being 0.005 which was less 
than 0.05 thus the researcher found that there was significant difference between 
the two brand of small cars on the parameter of "easy to drive" thus the null 
hypothesis H024 was rejected for alternate hypothesis that there is significant 
difference between the means of variable "easy to drive" for SN and IN. 
H025: There is no significant difference between the means of variable "easy to 
maintain" for SN and FN. 
The second parameter "easy to maintain" when analyzed using independent t- test 
was found that the mean score for SN was (M=4.28) and SD value was (0.587) 
while for Indica mean score was (M=3.99) and SD - (0.677). The t score obtained 
was (t= 2.303). The sig. value being 0.027 which was less than 0.05 thus it was 
found that there was significant difference between Santro and Indica on the 
parameter of "easy to maintain" thus the null hypothesis H025 was rejected for 
alternate hypothesis that there is significant difference between the means of 
variable "easy to maintain" for SN and IN. 
Ho26* There is no significant difference between the means of variable 
"sophisticated" for SN and IN. 
The third parameter "sophisticated" was analyzed using independent t- test and 
the results found indicated that the mean score for SN was (M=4.28) and SD 
value was (0.652) while for Indica the mean score was (M=4.11) and SD = 
(0.563). The t score obtained was (t= -2.430). The sig. value being 0.024 which 
was less than 0.05 thus it was found that there was significant difference between 
Santro and Indica on the parameter of "sophisticated" thus the null hypothesis 
Ho26 was rejected for alternate hypothesis that there is significant difference 
between the means of variable "sophisticated" for SN and IN. 
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Ho27: There is no significant difference between the means of variable "attractive 
styling" for SN and IN. 
The fourth parameter ''attractive styling" was analyzed using the independent t-
test and the results found that the mean score for SN was (M=4.50) and SD value 
was (0.713) while for Indica the mean score was (M=4.38) and SD = (0.631). The 
t score obtained was (t= -2.318). The sig. value being 0.031 which was less than 
0.05 thus it was found that there was significant difference between Santro and 
hidica on the parameter of "attractive styling" thus the null hypothesis H027 was 
rejected for alternate hypothesis that there is significant difference between the 
means of variable "attractive styling" for SN and IN. 
Hozg: There is no significant difference between the means of variable 
"popularity" for SN and IN. 
For Santro and Indica The fifth parameter "popularity" was analyzed using 
independent t- test and it was found that mean score for SN was (M=4.61) and SD 
value was (0.733) while for Indica mean score was (M- 4.01) and SD =(0.591). 
The t score obtained was (t= -0.157). The sig. value being 0.887 which was higher 
than 0.05 thus no significant difference was found between Santro and Indica on 
the parameter of "popularity". Thus the null hypothesis H028 was accepted that 
there is no significant difference between the means of variable "popularity" for 
SN and IN. 
H029: There is no significant difference between the means of variable "spacious" 
for SN and IN. 
The sixth parameter "spacious" was analyzed using the independent t- test and 
the results found that the mean score for SN was (M=4.41) and SD value was 
(0.464) while for Indica the mean score was (M=4.14) and SD = (0.972). The t 
score obtained was (t = 2.054). The sig. value being 0.047 which was less than 
0.05 thus it was found that there was significant difference between Santro and 
Indica on the parameter of "spacious" thus the null hypothesis H029 was rejected 
for alternate hypothesis that there is significant difference between the means of 
variable "spacious" for SN and IN. 
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Ho3o: There is no significant difference between the means of variable "fuel 
efficiency" for SN and IN. 
The seventh parameter "fuel efficiency" was analyzed using the independent t-test 
and the results found that mean score for SN was (M=4.44) and SD value was 
(1.832) while for Indica the mean score was (M=4.31) and SD = (0.902). The t 
score obtained was (t = 0.896). The sig. value being 0.376 which was higher than 
0.05 thus it was found that there was no significant difference between Santro 
and Indica on the parameter of "fuel efficiency" thus the null hypothesis H030 was 
accepted that there is no significant difference between the means of variable "fuel 
efficiency" for SN and IN. 
Ho3i: There is no significant difference between the means of variable "value for 
money" for SN and IN. 
The eighth parameter "value for money" was analyzed using the independent t-
test and the results found that mean score for SN was (M=4.33) and SD value was 
(0.760) while for Indica the mean score was (M=3.90) and SD = (0.711). The t 
score obtained was (t = 1.811). The sig. value being 0.078 which was higher than 
0.05 thus it was found that there was no significant difference between Santro 
and Indica on the parameter of "value for money" thus the null hypothesis H031 
was accepted that there is no significant difference between the means of variable 
"value for money" for SN and IN. 
H032: There is no significant difference between the means of variable 
"environment friendly" for SN and IN. 
The ninth parameter "environment friendly" was analyzed using the independent 
t-test and the results found that mean score for SN was (M=4.34) and SD value 
was (0.681) while for Indica the mean score was (]VI=4.21) and SD = (0.541). The 
t score obtained was (t = 1.533). The sig. value being 0.133 which was higher 
than 0.05 thus it was found that there was insignificant difference between 
Santro and Indica on the parameter of "environment friendly" thus the null 
hypothesis H032 was accepted that there is no significant difference between the 
means of variable "environment friendly" for SN and IN. 
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Ho33: There is no significant difference between the means of variable "sporty" for 
SN and IN. 
The tenth parameter "sporty" when analyzed using independent t- test was found 
that the mean score for SN was (M=4.27) and SD value was (1.021) while for 
Indica mean score was (M=3.89) and SD = (0.913). The t score obtained was (t= 
2.831). The sig. value being 0.007 which was less than 0.05 thus it was found 
that there was significant difference between the two brands of small car i.e., 
Santro and Indica on the parameter of "sporty" thus the null hypothesis H033 was 
rejected for alternate hypothesis that there is significant difference between the 
means of variable "sporty" for SN and IN. 
H034: There is no significant difference between the means of variable "high 
technology" for IN and SN. 
For Santro and Indica The eleventh parameter "high technology" was analyzed 
using independent t- test and it was found that mean score for SN was (M=4.34) 
and SD value was (0.927) while for Indica mean score was (M= 4.29) and SD 
=(1.122). The t score obtained was (t= 0.422). The sig. value being 0.675 which 
was higher than 0.05 hence no significant difference was found between Santro 
and Indica on the parameter of "high technology". Thus the null hypothesis H034 
was accepted for that there is no significant difference between the means of 
variable "high technology" for SN and IN. 
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Table 13 independent t-test for Wagon R (WR) and Santro (SN) 
Variables 
Easy to drive WR 
Easy to drive SN 
Easy to maintain WR 
Easy to maintain SN 
Sophisticated WR 
Sophisticated SN 
Attractive styling WR 
Attractive styling SN 
Popularity WR 
Popularity SN 
Spacious WR 
Spacious SN 
Fuel efficient WR 
Fuel efficient SN 
Value for money WR 
Value for money SN 
Environment Friendly WR 
Environment Friendly SN 
Sporty WR 
Sporty SN 
High tech WR 
High tech SN 
Mean 
4.42 
4.33 
4.48 
4.03 
3.88 
3.83 
3.96 
4.26 
4.56 
4.24 
3.97 
4.04 
4.24 
3.90 
4.34 
4.06 
4.07 
4.20 
3.51 
4.08 
3.74 
4.19 
SD 
0.771 
0.473 
0.853 
0.654 
0.605 
0.561 
1.104 
0.901 
0.664 
0.618 
0.739 
1.076 
0.453 
0.665 
0.582 
0.673 
0.971 
0.640 
0.633 
0.783 
0.875 
0.812 
t-value 
.781 
3.798 
0.340 
-1.797 
2.637 
-0.596 
2.189 
2.746 
-0.973 
-3.339 
-3.346 
Sig.(2-tailed) 
.439 
0.000** 
0.736 
0.079 
0.012** 
0.555 
0.034** 
0.009** 
0.336 
0.002** 
0.002** 
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Ho35: There is no significant difference between the means of variable "easy to 
drive" for WR and SN. 
For Wagon R and Santro the first parameter "easy to drive" was analyzed using 
independent t- test and it was found that mean score for WR was (M=4.42) and 
SD value was (0.771) while for Santro mean score was (M=4.33) and SD 
=(0.473). The t score obtained was (t= 0.781). The sig. value being 0.439 which 
was higher than 0.05 thus the researcher found that there was insignificant 
difference between the two brand of B segment small cars, i.e., Wagon R and 
Santro, on the parameter of "easy to drive" thus the null hypothesis H035 was 
accepted that there is no significant difference between the means of variable 
"easy to drive" for WR and SN. 
Ho36: There is no significant difference between the means of variable "easy to 
maintain" for WR and SN. 
The second parameter "easy to maintain" when analyzed using independent t- test 
was found that the mean score for WR was (M=4.48) and SD value was (0.853) 
while for Santro mean score was (M=4.03) and SD = (0.654). The t score obtained 
was (t= 3.798). The sig. value being 0.000 which was less than 0.05 thus it was 
found that there was significant difference between Wagon R and Santro on the 
parameter of "easy to maintain" thus the null hypothesis H036 was rejected for 
alternate hypothesis that there is significant difference between the means of 
variable "easy to maintain" for WR and SN. 
H037: There is no significant difference between the means of variable 
"sophisticated" for WR and SN. 
The third parameter "sophisticated" was analyzed using independent t- test and 
the results found indicated that the mean score for Wagon R was (M=3.88) and 
SD value was (0.605) while for Santro the mean score was (M=3.83) and SD = 
(0.561). The t score obtained was (t= 0.340). The sig. value being 0.736 which 
was higher than 0.05 thus it was found that there was no significant difference 
between Wagon R and Santro on the parameter of "sophisticated" thus the null 
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hypothesis H037 was accepted that there is no significant difference between the 
means of variable "sophisticated" for WR and SN. 
Ho38: There is no significant difference between the means of variable "attractive 
styling" for WR and SN. 
The fourth parameter "attractive styling" was analyzed using the independent t-
test and the results found that the mean score for WR was (M=3.96) and SD value 
was (1.104) while for Santro the mean score was (M=4.26) and SD = (0.901). 
The t score obtained was (t= -1.797). The sig. value being 0.079 which was 
higher than 0.05 thus it was found that there was no significant difference 
between Wagon R and Santro on the parameter of "attractive styling" thus the 
null hypothesis H038 was accepted that there is no significant difference between 
the means of variable "attractive styling" for WR and IN. 
H039: There is no significant difference between the means of variable 
"popularity" for WR and SN. 
For Wagon R and Santro, the fifth parameter "popularity" was analyzed using 
independent t- test and it was found that mean score for WR was (M=4.56) and 
SD value was (0.664) while for Santro mean score was (M= 4.24) and SD 
=(0.618). The t score obtained was (t= 2.637). The sig. value being 0.012 which 
was lesser than 0.05 thus a significant difference was found between Wagon R 
and Santro on the parameter of "popularity". Thus the null hypothesis H039 was 
rejected for alternate hypothesis that there is significant difference between the 
means of variable "popularity" for WR and SN. 
Ho4o: There is no significant difference between the means of variable "spacious" 
for WR and SN. 
The sixth parameter "spacious" was analyzed using the independent t- test and 
the results found that the mean score for WR was (M=3.97) and SD value was 
(0.739) while for Santro the mean score was (M=4.04) and SD = (1.076). The t 
score obtained was (t = -0.596). The sig. value being 0.555 which was higher 
than 0.05 thus it was found that there was no significant difference between 
Wagon R and Santro on the parameter of "spacious" thus the null hypothesis H040 
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was accepted that there is no significant difference between the means of variable 
"spacious" for WR and SN. 
Ho4i.' There is no significant difference between the means of variable "fiiel 
efficiency" for WR and SN. 
The seventh parameter "fuel efficiency" was analyzed using the independent t-test 
and the results found that mean score for WR was (M=4.24) and SD value was 
(0.453) while for Santro the mean score was (M=3.90) and SD = (0.665). The t 
score obtained was (t = 2.189). The sig. value being 0.034 which was less than 
0.05 thus it was found that there was significant difference between Wagon R and 
Santro on the parameter of "fuel efficiency" thus the null hypothesis Ho4i was 
rejected for alternate hypothesis that there is significant difference between the 
means of variable "fuel efficiency" for WR and SN. 
Ho42: There is no significant difference between the means of variable "value for 
money" for WR and SN. 
The eighth parameter "value for money" was analyzed using the independent t-
test and the results found that mean score for WR was (M=4.34) and SD value 
was (0.582) while for Santro the mean score was (M=4.06) and SD = (0.673). The 
t score obtained was (t = 2.746). The sig. value being 0.009 which was less than 
0.05 thus it was found that there was significant difference between Wagon R and 
Santro on the parameter of "value for money" thus the null hypothesis H042 was 
rejected for alternate hypothesis that there is significant difference between the 
means of variable "value for money" for WR and SN. 
H043: There is no significant difference between the means of variable 
"environment friendly" for WR and SN. 
The ninth parameter "environment friendly" was analyzed using the independent 
t-test and the results found that mean score for WR was (M=4.07) and SD value 
was (0.971) while for Santro the mean score was (M=4.20) and SD = (0.640). 
The t score obtained was (t = -0.973). The sig. value being 0.336 which was 
higher than 0.05 thus it was found that there was insignificant difference between 
Wagon R and Santro on the parameter of "environment friendly" thus the null 
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hypothesis H043 was accepted that there is no significant difference between the 
means of variable "environment friendly" for WR and SN. 
H044: There is no significant difference between the means of variable "sporty" for 
WR and SN. 
The tenth parameter "sporty" when analyzed using independent t- test was found 
that the mean score for WR was (M=3.51) and SD value was (0.633) while for 
Santro mean score was (M=4.08) and SD == (0.783). The t score obtained was (t = 
-3.339). The sig. value being 0.002 which was less than 0.05 thus it was found that 
there was significant difference between the two brands of small car i.e., Wagon R 
and Santro on the parameter of "sporty" thus the null hypothesis H044 was rejected 
for alternate hypothesis that there is significant difference between the means of 
variable "sporty" for WR and SN. 
H045: There is no significant difference between the means of variable "high 
technology" for WR and SN. 
For Wagon R and Santro, the eleventh parameter "high technology" was analyzed 
using independent t- test and it was found that mean score for WR was (M=3.74) 
and SD value was (0.875) while for Santro mean score was (M= 4.19) and SD 
=(0.812). The t score obtained was (t= -3.346). The sig. value being 0.002 which 
was lesser than 0.05 thus a significant difference was found between Wagon R 
and Santro on the parameter of "high technology". Thus the null hypothesis H045 
was rejected for alternate hypothesis that there is significant difference between 
the means of variable "high technology" for WR and SN. 
The eighth question explored the sources of finance for the intending car 
purchase. The different sources in the options ranged from Personal savings to 
financing by the employing company. Also auto finance offered by different 
banks and financing option by the dealer via car company too formed an opfion. 
Cars were also gift items by relahves and this was also an option towards finance 
source. A fourth options 'others' was included in order to explore if there was any 
source beyond these conventional financing options for car purchase. 
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Fig. 18. Pie Chart distribution towards source of financing 
Financing Source for Car 
Gift from 
relative 
7% 
Any other 
5% 
Personal Saving 
14% 
It was observed that majority about (55%) of car purchasers intended to us the 
Auto Financing offers by banks or Car Company Financing, while about (19%) 
were using the car financing by their employing company. 14% used their 
personal savings as financing source while 7% were receiving it as gifts from their 
relatives. 5% of the respondents highlighted as other sources toward financing 
option for the intending car purchase. 
The ninth question was designed to find out the role of the major predictors which 
affect towards shaping the intending purchase decision for a car. A list of 
statements was designed towards exploring the four marketing mix factors and 
Factor Analysis performed. Four factors were generated. The intending purchase 
decision (dependent variable) was considered for all the observations, (N=469). 
The first Factor 1 is named as Product consideration with all five tested items 
loading more than 0.6. Factor 2 is named as Place consideration with three items 
having a factor loading of more than 0.6. Factor 3 is named as Price consideration 
with 4 items higher than 0.6 loading. Factor 4 is named as Promotion 
consideration with 2 items higher than 0.6 loading, the outcome of Varimax 
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Rotation applied to cluster them into 4 clusters. Table 14 presents a Factor 
Analysis of Variables 
Table 14 : Factor Analysis of Variables 
S. No 
1 
Items 
The customer has a choice of variants to select from 
2 ^ B image of the cdr created by promotion is 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
The List Price of the car is just right 
T n ^ f s W ^ ^ ^ ^ ^ ^ r e R r o w P W d e d were s a t i s f a c t ^ ^ ^ ^ j ^ ^ ^ ^ ^ ^ H 
The car is very comfortable to drive 
The free insurance and registration facility provided are customer friendly 
The discount and free accessories offered makes it easy to own the car 
The car Is tecnologically advanced 
The latest safety features makes the car safe to travel in 
The financing option offerered makes the car affordable 
The after-sales services facility provided are satisfactory 
Service provided at site and in multi cities across India addresses customer 
concern 
Minimum waiting time between car booking and receiving delivery 
Sales experience at the showroom was good 
Components 
Prod 
1 
0.689 
0.405 
0.478 
-0.041 
0.611 
-0.153 
0.153 
0.626 
0.618 
0.409 
0.630 
0.074 
0.170 
0.181 
Place 
2 
-0.199 
0.153 
-0.054 
0.001 
0.281 
0.303 
0.039 
0.242 
0.332 
0.166 
0.199 
0.657 
0.742 
0.758 
Price 
3 
0.146 
0.264 
0.696 
-0.081 
0.114 
0.745 
0.755 
0.258 
-0.045 
0.649 
-0.069 
0.355 
0.032 
0.079 
B o m o 
4 
0.220 
• • 
-0.089 
-0.008 
0.083 
-0.027 
0.050 
-0.015 
0.126 
-0.338 
-0.100 
0.069 
-0.107 
Extraction method: Principal component analysis 
Rotation method: Varimax with Kaiser Normalization 
a. Rotation converged in 11 iterations. 
Further all the marketing mix variables were subjected to correlation and 
correlation coefficients among variables i.e., product consideration, place 
consideration, pricing consideration, and promotion consideration was computed 
between each of the four cluster variables, and the customer's purchase intention. 
This gave us the role of significantly associated variables and the non significant 
ones. 
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Table: 15 Correlation of Marketing Mix variables 
Correlations 
Purchint 
PriceTot 
ProdTot 
PromoTot 
PlaceTot 
Pearson Correlation 
N 
Pearson Correlation 
Sig (2-tailed) 
N 
Pearson Correlation 
Sig (2-tailed) 
N 
Pearson Correlation 
Sig (2-tailed) 
N 
Pearson Correlation 
Sig (2-tailed) 
N 
Purchint 
1 
469 
.410** 
0.000 
469 
0.092 
0.318 
469 
0.071 
0.439 
469 
.270** 
0.003 
469 
TPriceCon 
** 
1 
469 
0.190* 
0.038 
469 
0.012 
0.897 
469 
.341** 
0.000 
469 
TProdCon 
* 
1 
469 
.265** 
0.003 
469 
.565** 
0.000 
469 
TPromoCon 
• * 
1 
469 
.275** 
0.002 
469 
TPIaceCon 
** 
** 
** 
* • 
1 
469 
Thus the results of the correlation reveal that there are significant correlations 
existing between marketing mix variables (product, place, price and promotion) 
and car purchase intention by the intending customer. 
Ho46: There is no significant association between product consideration and price 
consideration towards car purchase intention. 
The Pearson's correlation (two tailed) for product and pricing consideration 0.190 
with F=0.038 is significant at 0.01 level rejecting the null hypothesis Ho46 for 
alternate hypothesis that there is significant association between product 
consideration and price consideration towards car purchase intention. 
H047: There is no significant association between product consideration and place 
consideration towards car purchase intention. 
The correlation coefficient 0.265 indicates a strong correlation with F= 0.003 
significance between product consideration and place consideration rejecting the 
null hypothesis H047 for alternate hypothesis that there is significant association 
between product consideration and place consideration towards car purchase 
intention. The association with a car dealer and the customer's marketing 
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experience at a car dealer, the role of service and after sales expectation also is a 
reason why sometimes the selection of a car brand rests importantly on dealer or 
place consideration by the intending customer. 
Ho48: There is no significant association between product consideration and 
promotion consideration towards car purchase intention. 
Correlation coefficient of 0.270 and significance of F=0.003 indicates that there 
exist a strong correlation between product consideration and promotion 
consideration. Thus null hypothesis Ho48 is rejected for the alternate hypothesis 
i.e., there is significant association between product consideration and promotion 
consideration towards car purchase intention. 
Ho49.' There is no significant association between price consideration and place 
consideration towards car purchase intention. 
Pearson's correlation coefficient of 0.012 and sig value of F= 0.897 indicates that 
there is no correlating between price and place consideration hence the null 
hypothesis H049 is accepted that there is no significant association between price 
consideration and place consideration towards car purchase intention. Nearly all 
dealer's have fixed list price of the product. Also all accessories are comparatively 
priced at the dealer's showroom with the open market. Any value added service is 
also priced equally at the different multi dealer locations. So the customer does 
not consider price and place as common factors to weigh a purchase intention for 
a car. 
Ho5o: There is no significant association between price consideration and 
promotion consideration towards car purchase intention. 
The regression coefficient for price product consideradon is 0.341 highly 
significant at 0.000. Thus the null hypothesis H050 is rejected for alternate 
hypothesis that there is significant association between price consideration and 
promotion consideradon towards car purchase intention. Promodon is a factor 
which influences the pricing of the car and all the different pricing strategies 
offered towards car purchase is communicated through promotion only. 
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Ho5i: There is no significant association between place consideration and 
promotion consideration towards car purchase intention. 
The correlation coefficient for place and promotion consideration is 0.275 and the 
significant value being 0.002. Indicating a strong correlation between place and 
promotion consideration towards car purchase intention. Thus the null hypothesis 
Ho5i is rejected for alternate hypothesis that there is a significant association 
between place consideration and promotion consideration towards car purchase 
intention. The intending customer is informed in the promotion communication 
about the place or the telephone number (call centre) for information or the virtual 
location (web address) for a visit to experience the car. The place consideration in 
physical forni, the car dealer is where the intending customer gets the marketing 
experience of the car, by the teat drive and is associated with the product i.e., 
touch, try, feel and experience the product. Also any query is also handled at the 
dealer location. Hence the importance of place and promodon consideration is 
strongly correlated towards car purchase intention. 
Finally all car brands were subjected to a stepwise mulfiple regression analysis in 
order to find the significant predictors (viz. the four marketing mix variables) 
affecting the intending purchase decision for a specific car brand among the three 
B segment car. Stepwise multiple regression analysis was also used to understand 
which of the four marketing mix variables contributed and to what extent in 
which direction towards the intending purchase decision for a car. 
Table 16 : ModelSummary of Stepwise Multiple Regression 
Model Summary 
Model 
1 
2 
R 
.294' 
.385" 
R Square 
.086 
.148 
Adjusted R 
Square 
.084 
,145 
Change 
Statistics 
R Square Change 
.086 
.062 
a. Predictors: (Constant), place 
b. Predictors: (Constant), place, promotion 
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The table 16 shows the impact of only tow of the four Marketing Mix variables 
Place as the first and Promotion as the second major factors influencing the 
intending purchase decision for selecting B segment cars. 
The model summary indicating both the two predictors of the model. Multiple 
Correlation R is found as 0.294 for the first marketing mix element Place and 
0.385 for the second marketing mix element promotion respectively. Further R ,^ 
which represents the contribution of the criterion variable to the predictor variable. 
Hence the real covariance, the magnitude of independent variable which 
contribute to the dependent variable i.e., (Marketing mix elements) came out, 
8.6% for Place and 6.2% for Promotion respectively. 
Table 17 : Table of Coefficients for Stepwise Multiple Regression 
Coefficients' 
Model 
2 (Constant) 
place 
promotion 
Unstandardlzed Coefficients 
B 
1.644 
.268 
.183 
Std. Error 
.385 
.029 
,031 
Standardized 
Coefficients 
Beta 
.653 
.252 
t 
4.276 
9.832 
5.823 
Sig. 
.000 
.000 
.000 
a. Dependent Variable: cars 
The above Table 17 shows that the Marketing Mix elements, Place and Promotion 
influence the intending purchase decision for car purchase in B category of small 
cars. As the statistical value given in Table 17 indicates t= 9.832 for the element 
Place and t= 5.823 for the marketing mix element Promotion towards intending 
car purchase decision. Thus concluding t values are significant for both the 
Marketing mix elements, indicating a relationship between the predictors 
(Marketing mix elements- Place and Promotion) and the Criterion (Intending car 
purchase decision). The value of Beta 0.653 for element Place and 0.252 for 
element Promotion indicates the strength of influence of the two elements on the 
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small car purchase intention of the intending customer and positive Beta indicates 
the direction of effect of the criterion variable of the predictor variable i.e., both 
place and promotion are positively effecting in the intending purchase decision of 
the small car customer. The effect of both the marketing mix elements is 
independent of any small car brand. 
The conclusion of the step wise multiple regression indicated the Effect of Place 
i.e., Dealers importance towards influencing the intending car purchase decision 
taken by an intending purchaser of small car while selecting any of the cars in the 
B category irrespective of the brand. Also the marketing experience, test drive, 
dealer's affinity, association and dealer's knowledge about the car and the 
different stimulus in the form of financing and other added services are the key 
features on the basis of which a consumer selects this an important marketing mix 
element wards his/her purchase decision and it helps lower his purchase decision 
anxiety and makes selecting a car pleasurable experience. 
Promotion being the second important marketing mix element which is the 
communication for the consumer towards his purchase intention. The image of the 
car and perception about the company's image is also created by the Promotion 
mix. The brand personality of the car is identified by the customer as associated 
with his/ her self personality. Also infomiation about the USP offered about a 
brand and communication about the other three marketing mix variables i.e., 
product, price and place are given through promotion only. So the right promotion 
mix is t second most important factor on the basis of which the intending purchase 
decision for a small car is made. 
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Table 18 :Summary of null hypothesis for the Small car segment and 
competitive marketing strategies 
Hypotheses 
HOI: There is no significant difference between ease of 
maneuverability parameter and intending car brand selection. 
H02: There is no significant difference between cabin space 
parameter and intending car brand selection. 
H03: There is no significant difference between luggage space 
parameter and intending car brand selection. 
Ho4-' There is no significant difference between comfortable 
to ride parameter and intending car brand selection. 
H05: There is no significant difference between durable/ 
ruggedness parameter and intending car brand selection. 
Hoe: There is no significant difference between commercial 
utility parameter and intending car brand selection. 
H07: There is no significant difference between after sales 
service parameter and intending car brand selection. 
Hog: There is no significant difference between high 
technology parameter and intending car brand selection. 
H09: There is no significant difference between company 
image parameter and intending car brand selection. 
Hoio: There is no significant difference between fuel 
efficiency parameter and intending car brand selection. 
Hon: There is no significant difference between safety 
Results 
Accepted 
Rejected 
Accepted 
Rejected 
Accepted 
Accepted 
Accepted 
Accepted 
Accepted 
Rejected 
Rejected 
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Hypotheses 
parameter and intending car brand selection. 
H012: There is no significant difference between environment 
friendly parameter and intending car brand selection. 
H013 There is no significant difference between the means of 
variable "easy to drive" for WR and IN. 
H014 There is no significant difference between the means of 
variable "easy to maintain" for WR and IN. 
Ho 15 There is no significant difference between the means of 
variable "sophisticated" for WR and IN. 
H016 There is no significant difference between the means of 
variable "attractive styling" for WR and FN. 
Ho 17 There is no significant difference between the means of 
variable "popularity" for WR and IN. 
Ho!8 There is no significant difference between the means of 
variable "spacious" for WR and IN. 
H019 There is no significant difference between the means of 
variable "fiael efficiency" for WR and IN. 
H020 There is no significant difference between the means of 
variable "value for money" for WR and IN. 
H021 There is no significant difference between the means of 
variable "environment friendly" for WR and IN. 
H022 There is no significant difference between the means of 
variable "sporty" for WR and IN. 
Results 
Accepted 
Accepted 
Accepted 
Accepted 
Accepted 
Rejected 
Accepted 
Accepted 
Accepted 
Accepted 
Accepted 
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Hypotheses 
Ho23 There is no significant difference between the means of 
variable "high technology" for WR and IN. 
Results 
Rejected 
Ho24 There is no significant difference between the means of 
variable "easy to drive" for SN and IN. 
Rejected 
Ho25 There is no significant difference between the means of 
variable "easy to maintain" for SN and IN. 
Rejected 
Ho26 There is no significant difference between the means of 
variable "sophisticated" for SN and IN. 
Rejected 
Ho27 There is no significant difference between the means of 
variable "attractive styling" for SN and IN. 
Rejected 
Ho28 There is no significant difference between the means of 
variable "popularity" for SN and IN. 
Accepted 
Ho29 There is no significant difference between the means of 
variable "spacious" for SN and IN. 
Rejected 
Ho3o There is no significant difference between the means of 
variable "fuel efficiency" for SN and IN. 
Accepted 
Ho3i There is no significant difference between the means of 
variable "value for money" for SN and IN. 
Accepted 
Ho32 There is no significant difference between the means of 
variable "enviromnent friendly" for SN and IN. 
Accepted 
Ho33 There is no significant difference between the means of 
variable "sporty" for SN and IN. 
Rejected 
Ho34 There is no significant difference between the means of Accepted 
157 
Hypotheses 
variable "high technology" for IN and SN. 
Ho35 There is no significant difference between the means of 
variable "easy to drive" for WR and SN. 
Ho36 There is no significant difference between the means of 
variable "easy to maintain" for WR and SN. 
Ho37 There is no significant difference between the means of 
variable "sophisticated" for WR and SN. 
Ho38 There is no significant difference between the means of 
variable "attractive styling" for WR and SN. 
Ho39 There is no significant difference between the means of 
variable "popularity" for WR and SN. 
Ho4o There is no significant difference between the means of 
variable "spacious" for WR and SN. 
Ho4i There is no significant difference between the means of 
variable "fuel efficiency" for WR and SN. 
Ho42 There is no significant difference between the means of 
variable "value for money" for WR and SN. 
Ho43 There is no significant difference between the means of 
variable "environment friendly" for WR and SN. 
Ho44 There is no significant difference between the means of 
variable "sporty" for WR and SN. 
Ho45 There is no significant difference between the means of 
variable "high technology" for WR and SN. 
Results 
Accepted 
Rejected 
Accepted 
Accepted 
Rejected 
Accepted 
Rejected 
Rejected 
Accepted 
Rejected 
Rejected 
158 
Hypotheses 
Ho46 There is no significant association between product 
consideration and price consideration towards car purchase 
intention. 
Ho47 There is no significant association between product 
consideration and place consideration towards car purchase 
intention. 
Ho48 There is no significant association between product 
consideration and promotion consideration towards car 
purchase intention. 
Ho49 There is no significant association between price 
consideration and place consideration towards car purchase 
intention. 
Ho5o There is no significant association between price 
consideration and promotion consideration towards car 
purchase intention. 
Ho5i There is no significant association between place 
consideration and promotion consideration towards car 
purchase intention. 
Results 
Rejected 
Rejected 
Rejected 
Accepted 
Rejected 
Rejected 
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5.1 An overview of Indian Car Industry 
The Indian automotive industry is recognized as a key component and driver 
of national economy. With capabiHties in design, engineering and 
manufacturing India has emerged as one of the most attractive automotive 
markets and key sourcing base in the world. The automotive sector also 
offers significant employment opportunities by employing 0.45 million people 
directly and about 10 million people indirectly. At present, there are 12 car 
manufacturers within automotive industry and with the entry of global 
players, the sector has become highly competitive. 
5.2 Industry Dominant Market Features 
5.2.1 Production Locations 
In India, Automobile manufacturing units are concentrated in some pockets 
such as Chennai and Bangalore in the south, Pune in the west, the National 
Capital Region (NCR, which includes New Delhi and its suburban districts) 
in the north, Jamshedpur and Kolkata in the east and Pithampur in the central 
region. Most auto suppliers are located close to the manufacturing locations 
of OEMs, forming regional automotive clusters. Broadly, the three main 
clusters are centered around Chennai, Pune and the NCR ( National Capital 
Region). These are also the locations where the three major small cars under 
study, were manufactured. 
5.2.2 Competitive Advantages 
There exist several competitive advantages in Indian car industry. It possesses a 
growing workforce that is English-speaking, highly skilled and trained in 
designing and machining skills. A prerequisite for automotive and engineering 
industries. In a combined assessment of manpower availability and capabilities, 
India ranks much ahead of other competing economies in the world. This 
competitive advantage besides being used in Indian car manufacturing, is also 
leveraged by increasingly outsourcing design and R&D activities. 
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5.2.3 Indian Car Industry- Competitive with Global Players 
The Indian car industry is highly competitive with presence of a large 
number of major global players leading to an overall increase in Indian car 
industry's capabilities. With pressures on margins, the car companies have 
become increasingly cost efficient. Quality levels have gone up, with an 
increasing focus on compliance to TPM, TQM and Six Sigma processes. This 
has led to an increased confidence among domestic players, who are now 
focusing even on opportunities abroad. India has also emerged as an 
outsourcing hub for global car majors. While Ford and Toyota continue to 
leverage India as a source of components, Hyundai and Suzuki have identified 
India as a global source for their small car models. 
5.2.4 Government Regulations and Support 
Having identified the car manufacturing sector as a key focus area for 
improving India's global competitiveness and achieving high economic growth, 
the Indian Government has formulated the Auto Policy with a vision to 
establish a globally competitive auto industry in India, by promoting 
Research & Development along with providing suitable fiscal and financial 
incentives, so that it doubles its contribution to the economy by 2016 The 
Automotive Mission Plan (AMP). 
5.3 The Growth of Small Car Segment 
5.3.1 Growing Consumer potential with rising income levels leveraging 
demand 
There exists a huge growth opportunity for the small car sector. India has 
nearly 23 per cent of the global population and is one of the most attractive 
consumer markets in the world today. Income levels across populadon 
segments have been growing. According to Nafional Council of Applied 
Economic Research (NCAER) data, the consuming class, with an annual 
income of US$ 980 or above, is growing and is expected to constitute over 
83 per cent of the population by 2010-11. In addition, a large proportion of 
the Indian population is relatively young - in the age group of 20-59 years. 
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This is expected to furtlier boost the car market as a younger population has a 
higher consumption index. Hence a large market having a potential to grow 
further in the future due to positive demographic trends and the current low 
penetration levels. 
5.3.2 Changing lifestyles, driving demand for new segments- the small car 
segment 
Consumers in India are now more informed, sophisticated and demanding. 
Urban consumers have been especially exposed to western lifestyles through 
overseas travel and growth in information technology. An increase in the 
number of working women and the prevalence of nuclear double-income 
families, especially in urban areas, are other trends shaping lifestyles. These 
changes are driving an increased need for personal transport, especially in 
segments like working women, young executives and teenagers. Easy 
availability of finance facilitated by double income families are driving car 
sales. This has led to the growth in demand for compact cars at a rate of 11.3 
per cent. A key trend in this segment is that, customers are increasingly 
aspiring for higher-end models. There has been a gradual shift from entry-
level models to higher-end models in each segment. For example, in small 
cars, till recently, the Maruti 800 used to define the entry level car, and had a 
predominant market share. Over the last 3-4 years, higher-end models such as 
Hyundai Santro, Maruti Wagon R, Alto and Tata Indica have overtaken the 
Maruti 800. 
5.3.3 Number of rivals and their relative size 
There are a number of automobile manufacturers in the country offering a wide 
range of vehicles spanning all the way from the "mini" segment (less than 340 cm 
length, and engine 800 cc) to the "luxury" segment. Many of the segments in the 
industry are dominated by two to three players. In the case of the small car 
segment, MUL, Tata Motors, and Hyundai Motors control around 85 percent of 
the total annual sales, even though most of the major global auto manufacturers 
are operating in the Indian arena. Another notable feature of the Indian car market 
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is that it is very heavily skewed towards mini and compact vehicles - these 
segments account for almost 80 percent of the car sales in the country 
5.3.4 Competition in Small Car segment 
MUL dominated small-car sales until recently (in 1996, it had 80 percent of the 
country's car market) since many of the earlier entrants into the Indian car market 
did not target these seginents. Furthennore, MUL was able to offer its vehicles at 
a very competitive price since it had relatively high indigenization levels, an 
established vendor base, and a depreciated plant (ICRA 2003). But it lost 
significant ground with the entry of Hyundai Motor India Limited (HMIL) with its 
line-up of small cars, and the launch of Tata Motors' Indica. 
5.3.5 B segment in Introduction Phase 
Furthennore, there also has been a slow shift towards larger cars. While the A 
segment (especially the Manjti 800) dominated the market until the mid-1990s, 
there has been a shift towards B segment vehicles. In fact, the B segment that has 
seen the highest growth in the last few years, although its overall sales are still 
small. It is felt that while the A segment will continues to sell well and maintain 
its absolute numbers in sales ternis, it would lose share in the overall market as the 
B segment grows and establishes itself for people upgrading from A segment. 
Also all the car manufacturers are competing in this segment with multiple 
variants of their flagship models in this segment. 
5.3.6 Export potential 
5.3.6a Value Addition from Exports 
Using India as an export base, for competitive markets such as Europe, requires 
being on the cutting edge of automotive technologies. Learnings from such 
markets translates in product improvement. Further-more, exporting to European 
and other industrialized countries also requires emission control technologies 
above par in order to meet the tight regulations there. Thus manufacturers such as 
Tata Motors, H>Tindai India, and Maruti already have experience with meeting 
Euro III standards on some of their production vehicles (i.e., the export models). 
While exports of vehicles from India are rather small in absolute numbers, these 
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constitute a not insignificant fraction of the total production in the relevant 
segments, especially in the case of cars. 
5,3.6b India - Export Hub for Small Cars 
Mamti has been exporting vehicles since 1986. In the earliest years its exports 
were to Eastern-bloc countries like Hungary as well as India's neighbors 
(Venkataramani 1990).Now it even exports to Western Europe which is the most 
competitive small-car market in the world. Suzuki has also taken a decision to 
make MUL a hub of manufacturing and exports for its small cars for all markets 
except Japan (Pareek 2004). Hyundai, already being the second largest car 
exporter from India, is gearing up its annual export capacity so that by 2010 it can 
export 500,000 small cars like the Santro and the Getz from its production base in 
Chennai (Rajshekhar 2004). In fact, Hyundai intends to use India as a global 
export hub for small cars (Hyundai Motor Company 2003) and is also in the 
process of shifting its small-car R&D to India. Tata Motor's agreement with MG 
Rover of UK to sell it 100,000 cars in Europe, branded as (City Rover) is a major 
step for Tata Motors. Getting feedback from Rover and its customers would 
enhance Tata's learning curve. 
5.3.7 Technology/ Innovation Tata Motors, a major Indian automobile 
engineering firm, entered the Indian market with the country's first indigenously 
designed car in 1998. The car was designed for Indian conditions and consumer 
needs: it was a small car but with a fair bit of space inside, and had a diesel 
version that offered very low running costs (a feature that Tata Motors felt was 
key to success in the target segment). While 90% of the design effort was 
indigenous, Tata Motors hired the IDEA Institute of Turin for the design of the 
body, and was assisted by Le Moteur Modeme of France in configuring the 
gasoline engine. It went to Japanese firnis for assistance with instrumentation and 
electronics. 
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5.3.8 Value Chain 
5.3.8a V e^ndor Support and Development 
As Indian car manufacturers outsources about 80% of their components (ICRA 
2003a), vendor relationship is an imperative focus. The entrance of MUL into the 
Indian market began a transformation of the auto component supplier landscape. It 
launched a vigorous "vendor development" program and helped its suppliers 
improve their ability to deliver components of suitable quality at the right time 
(Venkatramani 1990). MUL improved upon this very fragmented and diverse 
supplier base moving them closer to itself for integrating its supplies and 
exercising control in quality and their operations as per its standards. 
MUL also continues to help its suppliers improve their manufacturing 
perfomiance and upgrade their capabilities, including through setting up four-way 
JVs between Maruti, Suzuki, and the relevant Indian and Japanese suppliers, if 
needed (Maitra 2004). Tata Motors itself set up Tata Auto Comp Systems, a 
component supplier that has JVs with a number of firms. In many cases, firms 
have also brought in their preferred suppliers - for example, Hyundai brought in 
their own suppliers during their initial setup in India. 
5.3.8b Integration reducing Inventory 
Local sourcing can also reduce the inventory needed by the original equipment 
manufacturer (OEM), which in turn reduces costs. MUL, for, example, is moving 
towards a just-in-time (JIT) supply model. Seventy percent of its suppliers are 
close by; hence they deliver components three or four times a day. And in fact, 
MUL does not have a store for keeping O.K. components after inspection as the 
company has changed over to self-certification by the vendor and feeding the 
components directly to the station on the line (Maitra 2004). 
5.3.9 Service and Maintenance practices- Downstream involvement 
The increasing sophistication of vehicles also necessitates improvements in 
service and maintenance facilities and practices. In the past, Indian cars with their 
simple technologies could be repaired and serviced by mechanics, who did not 
have much specific training in automobile maintenance and often engaged in (and 
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learnt from) hit and- miss attempts. But over time, as technologies incorporated in 
vehicles, especially their engines, have become increasingly complex, the trial-
and-error techniques of untrained mechanics are unsuccessfiil and may damage 
the vehicle. For example, MUL found that the inappropriate ministrations to their 
vehicles often resulted in damage to the microprocessors in their engine 
management systems (Pareek 2004). Thus, for suitable maintenance and repairs, it 
has become necessary to go to car dealers or their authorized service centers that 
have the appropriate equipment as well as suitably-trained staff. This allows the 
vehicle to be better maintained. The density of servicing networks is also a 
differentiating feature among the manufacturers. Manufacturers also collect data 
from its dealer service centers to better understand the problems revealed during 
servicing or warranty failures. Maruti, in fact, treats servicing as part of its 
Engineering division since this facilitates effective transfer of such infomiation to 
its engineers (Pareek 2004). 
5.4 Driving Forces 
To extract the car industries Driving Forces, interviewees were asked to mention 
some factors which they thought as the major sources of changes in the car 
industry till now, and also in a five-year fiiture. After summarizing results of 
interviews and omitting common terms, finally 10 items were identified. Each one 
was scored according to the number of respondents who mentioned them as a 
driving force. Then they were sorted descending and those which had a sore more 
than five were chosen as the industry driving force. 
5.4.1.Growth in Indian Middle Class 
The rising per capita income coupled with the changing demographic distribution 
has created a very big consuming class in India. Coupled with its huge domestic 
market and rapidly growing purchasing power has created a rapidly growing 
middle class in India (450 million in 2007 as per NCAER Report). Within this 
growing middle class, the highest proportion of population falls below 35 years, 
which roughly translates to about 130 million people getting added to the working 
population between 2003 and 2009. Also there is a gi-owth in the traffic on Indian 
roads, which has been growing at a rate of 7 to 10 percent per annum while the 
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vehicle population growth is around 12 per cent for the past few years. There is a 
nacent demand situation which signals the growing need for small cars in the 
coming decade and for car companies to supply this gap in car market with 
suitable products for the growing Indian middle class. 
5.4.2. Upward growth of household income levels 
The penetration level of passenger cars in India being just 7 cars per 1,000 Indians 
compared to 12 in Sri Lanka / Pakistan and over 100 in Europe / US signaled a 
huge demand scenario. India with a strong GDP growth of 8% in past 4 years has 
lead to higher disposable incomes and new job opportunities in the high paying 
service segments like IT, BPO/ITES. This gave rise to the demand for personal 
transport. Also with 25m two wheelers sold in India over the last 5 years. 
Upgrades to entry level cars by this segment itself signals a nascent potential 
demand situation. This upward growth in demand as a cause of upward growth of 
household income levels is one on the driving forces for Indian car industry. 
5.4.3. Low interest rates for financing 
Cars being categorized as a high ticket item, was qualified as an expensive 
investment for a middle class consumer. Availability of finance being one of the 
key factors governing the consumer purchase decision. Earlier automobile finance 
was made available through direct selling agents of independent finance 
companies. Since 2002, with increased competition in the financial sector, the 
financial institutions have tied up with car companies for car financing, offering 
the car customers a wide and flexible financing solution at the car dealer outlets. 
Many car companies have started offering car financing as an added service 
offering extending their value chain downwards. This ease of car financing and 
sharp decline in interest rates, has translated to low financing and acquisition costs 
hence increased car affordability. A driving force for the Indian car industry. 
5.4.4. Educated and price sensitive customers 
Indian customers are highly discerning, educated and well infomied. They are 
price sensitive and put a lot of emphasis on value for money. With Indian 
customers now having access to various channels of infonnation and also 
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travelling abroad are exposed to the latest offerings available world over in 
automotive technology (technical features as well as driving practices) and the 
price value equation offered by a car. Towards deciding on a car they would 
compare information from different sources like TV channels, internet, personal 
travel overseas, and automotive magazines. The infonnation obtained, on the basis 
of cars' review perfomiance, features, and related issues not only acts as 
infonnation towards educating consumers about technology and other options but 
also keeps the manufacturers on their toes. At the same time, Indian consumers 
remain extremely cost-conscious. Thus consumer preferences are shifting away 
from the stripped-down, low-cost models towards higher priced models (that still 
offer good value) that also have greater array of features (technological or 
otherwise). At the same time, there is also greater awareness among consumers 
about various characteristics of cars and their demand for technologies is on par 
with most mature countries. 
5.4.5. Fuel cost sensitivity and consumer preference 
The hidia consumers are very demanding, especially the consumer targeting the 
small cars segment. They aspire to have the best, but would not like to spend 
excessive amounts of money. The high sensitivity of Indian consumers to cost 
combined with the high cost of fiiels, because of the rising ftiel prices of Petrol, 
has also been causing a shift towards diesel-engine-powered vehicles or LPG or 
CNG powered (dual fuel variant)vehicles - although these have a higher initial 
cost, their considerably higher efficiency (as compared to petrol run cars) and the 
significant price differential between the two Iliels makes them attractive in the 
long term. A number of car manufacturers have begun to offer, or are considering 
offering diesel model of their vehicles. Also the introduction of CNG ( 
Compressed Natural Gas) or LPG (Liquified Petroleum Gas) as the second fuel 
option to standard Petrol is a driving force for the Indian car industry to consider. 
5.4.6. Introduction of small car segment 
With the growth in demand for small cars in India and the changing income levels 
and aspirations of the Indian middle class, and the deteriorating public-transport 
network, being unable to meet the mobility needs of these consumers, led a large 
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growth in demand for personal vehicles (leading, over the last decade, to an 
average annual increase of about ten percent in car sales). Most of the major 
global car manufacturers established a presence in India set to tap the Indian car 
market either through their subsidiaries or through JVs. The entry of these MNCs 
resulted in a shift in the price-value equation in the Indian auto market and 
changed the dynamics of the market by offering superior value cars at a price 
significantly lower, than those of the cars in the high-price/high-value segment. 
This eventually led to a transformation of the Indian market towards "compact" 
and "mid-size" cars being available, that were technologically more advanced and 
also offered a greater number of features. A number of car models, about 50 
models, and several hundred variants are competing for sales in the small car 
segments of the Indian car market. A leading force towards transfomiing the 
landscape of the Indian car market. 
5.4.7. Government policy 
The 1980s saw the beginning of an evolution of the Indian automobile industry, 
catalyzed in large part by a number of major policy changes in the country. In 
1983 Indian government allowed "broad banding," giving automobile 
manufacturers greater flexibility, followed by exemption from the Monopolies and 
Restrictive Trade Practices Act (MRTP) allowing for expansion or setting up of 
new plants. The joint venture between the Government of India's Maruti Udyog 
Limited (MUL), and the Suzuki Motor Company of Japan to produce a small 
"people's" car, resulted in a significant volume addition satisfying the unmet 
Indian consumer's demand. It resulted in availability of low cost cars based on 
modem (and fuel-efficient) automobile technology, thereby initiating a 
modeniization of the Indian car industry. In 1991 with deregulation and 
delicensing, the Indian government, allowing for capacity expansion as well as 
eased entry of foreign capital and finns. The new automobile policy, of 1993, by 
the Government of India, included removal of licensing restrictions on production 
and automatic approval of foreign investment up to 51% in Indian finns. Also a 
successive reductions in excise duty over the last 15 years, from 40% initially to 
the present 16%, has created the Indian car market as an attractive investment 
169 
destination for foreign firms. With Car industry having being identified as a key 
focus area towards achieving global competitiveness the Indian Government is 
providing suitable fiscal and financial incentives with policy changes. An 
important force for Indian car industry to align its future course of direction. 
5.4.8. Role of Technology and indigenization 
With a substantial enhancement of technological capabilities within the 
automobile sector. The process of indigenization has played a major role as a 
driving force towards growth in Indian car industry. Since indigenization 
involves reviewing design in relation to local needs and conditions and then 
making suitable revisions. A number of automobile manufacturers, including 
Hyundai, Suzuki, General Motors, DaimlerChrysler, and Fiat, have established 
R&D facilifies in India. In Suzuki/Maruti, Tata Motors and Hyundai Motors India 
Ltd. the R&D operations are intimately connected to the vehicle design, 
development and engineering operations. Such R&D activities will serve to 
further deepen the technological capabilities of car finns in the country a driving 
force for Indian car industry. 
5.4.9. Infrastructure development 
Towards the improvement of the road infrastructure in India, for easy movement 
of goods and passengers and connecting the country by good roads . The Indian 
government incorporated a priority agenda of developing the highway component 
of its infrastructure development scheme. Under two ambitious schemes, the 
"Golden Quadrilateral" and the "North-South-East-West corridor," the 
government plans to add about 13,000 km of highways in the country. At the same 
time, it is also embarking on a process of upgrading and developing rural roads. 
These are all intended to improve intercity road transport, as well as improved 
access to rural areas. This extension and improvements of India's roads is likely to 
provide a major stimulus to the auto industry which qualifies as another driving 
force for growth in Indian car industry. 
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5.4.10. Environmental Concerns 
The environmental effect of pollution and toxic emissions as well as energy 
consumption during car manufacturing process is an important concern towards 
car industry. These concerns have also been driving changes in manufacturing 
processes in automobile plants. As a result, in many plants, there are concerted 
efforts to improve Environment Safety & Health performance through a variety of 
programs such as those aimed at reduction of hazardous waste generation and to 
reduce its energy consumption per vehicle produced, thereby conserving energy 
and polluting less. Incorporating changes and modifications in manufacturing 
processes and operations are a natural consequence of these activities. 
Table 19 : Major Driving Forces of Indian Car Industry 
Items 
Growth in Indian middle class 
Introduction of small car segment 
Government Policy 
Role of technology and indigenization 
Infrastructure development 
Environmental concerns 
No. of Respondents 
14 
12 
11 
11 
10 
9 
5.5 Critical Success Factors 
To extract the Critical Success Factors in the Small Car Segment of the Indian Car 
Industry, interviewees were asked to mention some factors which differentiate 
them as successful competitors from among others. For cross checking and also 
finding out maybe ignored factors they also were asked to identify some 
perfonnance measures for a typical car company. After summarizing the results of 
the interviews and omitting common items, finally 11 items were identified. Each 
one was scored according to the number of respondents who mentioned them as a 
CSF. Then they were sorted descending and those which had a score more than 
five were chosen as the industry CSFs. 
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1. Technology: The car manufacturers have developed a supply base in terms 
of technical and human capabilities, achieving economics of scale and 
lowering manufacturing cost. The car industry is presently in the midst of 
a major structural transformation. "System Supply" of integrated 
components and sub-systems has becoming the standard industry norm. 
Car manufacturers have elevated technology for enlarging their product 
range, accessing new markets, cutting costs and in grafting versatility. 
Using technology they have resorted to common platforms, modular 
assemblies and systems integration by component suppliers and e-
commerce. The focus of using technology towards being at a self-
sustaining level with adequate volumes, generating requisite product 
technology and meeting evolving emission requirements. Volume in 
production is important as it not only inhibits efficient manufacture but 
also R&D and introduction of new models. The attention of plant 
upgrading being towards volume production and indigenous capability for 
innovation for small cars and auto components. 
2. Research and Development: Every car manufacturer did substantial 
investment in Research and Development, Car design and component 
technology. In near future, the competition would be fierce due to 
oversupply of cars by Indian car manufacturers, so marketing and sales of 
small cars with better design, innovative technology and more features 
would add more value and would be more profitable. Hence all car 
companies invested in R& D and car designing towards reducing product 
cost and gaining a competitive edge. R&D operations included, face lifts 
and body changes - styling, clay modeling, computer aided design, proto-
type making, dies designing and so on. They also transferred technology 
and know-how both upstream to their component suppliers, ancillary 
plants and downstream to dealers and service centers. The result of 
incorporating investment in R& D and technology created product and 
design exclusivity for small cars. 
3. Manufacturing: Car manufacturers incorporated lean production 
technique implementing, Kaizen, JIT (Just in Time) Quality Technique. 
172 
Quality control is exercised in every manufacturing process. Critical 
manufacturing operations employed the use of multi-axis robots, flexible 
welding lines that could be used for multiple models and other capital-
intensive production techniques (See Annexure IV~VI) . These achieving 
high quality standards - both in terms of minimizing "external defect rate" 
(the quality of parts delivered to the customer), and also in tenns of 
minimizing the loss of materials in the course of production (scrap losses). 
4. Suppliers: Each of the car manufacturers had an integrated and dedicated 
supplier base. The automotive component manufacturers forming a vendor 
base for the car manufacturing company. The supplier industry has had 
success in developing parts and components including collapsible steering 
columns, brake linings, power steering, catalytic converters and central 
locking systems. Cun-ent technology up gradation is in plastics, trims, 
electronics, anti locking braking systems and environment and safety 
related items and materials. 
5. Marketing: All the car companies incorporated aggressive marketing 
using all the marketing mix strategies. Indian customers desired for 
various features in a car. Cars enhanced their social status attributing 
strong association of value with quality and status. The product mix 
offered by the car manufacturers for the Indian consumer focused a car on 
the perspective of comfort, style and technology. Comfort and styling was 
communicated through promotion and place strategies while product 
features incorporating emission control techniques like catalytic converters 
and injection technology which were present in all B segment cars 
resulting in fiiel efficiency and safety features. Also the marketing 
objective meant continually offering the customer new products and 
services that reduced the customer's cost of ownership of cars; and 
towards anticipating and addressing the customer's needs and preferences 
in all aspects and stages of car ownership. Thus positioning themselves on 
the basis of styling, safety and engineering excellence. 
6. Distribution: All car companies had authorized Sale and Service network 
in nearly every city in the country and some had more than 1000 service 
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centers, that a customer shall have an access to their service network 
anywhere in the country. The distribution of cars being done at a regular 
basis, on the order placed by dealerships and market target analysis, using 
computerized logistic management processes. The shipping and 
transportation being carried out by bulk car carrier trucks, using roadways. 
The lead and the delivery time was designed to have least customer 
waiting time at different dealer locations. The exclusive dealership is also 
a forward integration in the value chain of the car company. The car 
company also extending value added services to dealerships like handling 
insurance, car financing and also purchase and sale of refurbished cars. 
7. Emission & Safety concern: All car companies incorporated stated 
environmental and safety concerns were leading to higher safety and 
emission norms in the small cars, with all cars being currently 
incorporating EURO II and EURO-III nornis and simultaneously moving 
up to EURO IV compliant cars. Also the concept of alternate fuel to petrol 
and diesel like LPG ( Liquefied Petroleum Gas) and CNG ( Compressed 
Natural Gas) being introduced in variants of B segment cars. The Safety 
features incorporated in small cars being like ABS (Anti Lock Braking 
System), ES (Electronic Stability), Crumple Zone, Collapsible Steering 
Column, Side roll and impact bars, and also Air bags etc. There were also 
crash tests conducted to verify the efficacy of the safety feature as per the 
stipulated norms. 
8. Environmental Concern: All the three car companies had their own 
captive gas turbine power plant, with multi-fuel capability. Also towards 
effluent treatment all of them had a reverse osmosis water treatment plant 
and effluent and sewage treatment plant. All had achieved a reduction in 
the consumption of electricity measured as the ratio of kilowatt-hours of 
power consumed to the number of cars produced, by approximately 29% -
30%. This was achieved by using energy-saving lights and natural light, 
and through more efficient usage of other electrical appliances. They had 
also reduced the consumption of water by approximately 60- 66% through 
recycling of wastewater and effluent and sewage treatment. Neariy all 
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have received ISO 14001 certification for Environment Management 
Systems. 
9. Brand Recognition: Brand building was incorporated by all the three car 
manufacturers. As it being an important factor in marketing. The strong 
brand image and company image would help in getting a larger market 
share. All the three car makers, employed ad agencies for promotion. Two 
of the three companies also used celebrities to endorse its products. 
Different events sponsoring was also done to project the image of the 
brand through communication. 
10. Human Resource Productivity: In the entire car manufacturing 
companies, there existed a very high level of human resource productivity; 
this was attributed to the work discipline in practice and regular training of 
the workforce. The target was set for raising productivity level and to 
reduce the manufacturing cost per vehicle. The car manufacturers also had 
aligned their operating efficiencies, by implementing new manufacturing 
techniques. Some also incorporated several value engineering initiatives, 
new layouts and innovations like automated trolleys helped to reduce 
wasteful movements and worker fatigue. In-house automation, such as 
two-axis and four-axis robots and material handling devices also enhanced 
productivity. The effectiveness of these measures was reflected in a fall in 
Hours Per Vehicle (HPV). Similarly, various productivity improvement 
programs were undertaken at some key vendors too in collaboration with 
production experts. 
11. Management Skills: There existed a highly experienced management 
team that was familiar with conditions in the Indian car market. The top 
level management i.e., Managing Directors had almost ten years of 
experience , and most of the heads of the different divisions having more 
than 15 years of experience. Also there existed regular trainings for the 
middle and lower management levels, they received training on an 
ongoing basis, including training at mother plants at Tata's, Hyundai's and 
Suzuki facilities in Japan. 
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Table 20 : CSF's in Small Car Segment of Indian Car Industry 
Critical Success Factors 
Suppliers 
Manufacturing 
Management Skills 
Distribution 
Marketing 
No. of 
Respondents 
8 
6 
6 
5 
4 
In identifying Critical Success Factors, it was necessary to assess the 
relative importance of the critical success factors. So, after finishing 
interviews and identifying main CSFs, the interviewees were once 
again contacted and were asked to weigh these 5 CSFs. The results are 
presented in Table 21. 
Table 21 : The weights of the Critical Success Factors 
Suppliers 
Manufactuiing 
Maiiagcmcm Skills 
Distribution 
Maiketing 
11 
0.31 
0.29 
0.16 
0.14 
0.10 
12 
0.27 
0.24 
0.19 
0.16 
0.14 
13 
0.25 
0.30 
0.19 
0.17 
0.09 
14 
0.31 
0.18 
0.16 
0.21 
0.14 
15 
0.37 
0.21 
0.19 
0.13 
0.10 
16 
0.40 
0.22 
0.17 
0.13 
0.08 
17 
0.43 
0.22 
0.11 
0.15 
0.09 
18 
0.31 
0.25 
0.19 
0.14 
0.11 
19 
0.33 
0.21 
0,17 
0.16 
0.13 
110 
0.34 
0.24 
0.19 
0.15 
0.08 
111 
0.31 
0.26 
0.17 
0.16 
0.10 
112 
0.29 
0.21 
0.19 
0.13 
0.18 
113 
0.28 
0.22 
0.15 
0.14 
0.21 
11 
0.3 
0.7 
0.1 
0.1 
O.C 
Then for each item the average of scores was calculated and was 
considered as the weight of that item. Table 22 shows the final weights 
of the factors. 
Table 22 : Relative Importance of Small Car Company's CSF's 
Item 
Suppliers 
Manufacturing 
Management Skills 
Distribution 
Marketing 
Weights 
0.32 
0.24 
0.17 
0.15 
0.12 
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5.6 Generic Strategies for Small Car segment in Indian Car Industry 
5.6.1 Typical Strategies 
As part of interviews, interviewees were asked to explain their views about the 
most effective general strategies in Indian Car industry. Answers were interesting; 
for the first question about this part about Porter's strategies almost all of them 
mentioned that overall Low Cost Leadership Strategy is the winning strategy. 
Some of them mentioned Differentiation as an effective strategy but when they 
went through details it appeared that they were talking about Cost Leadership and 
not Differentiation. They suggested producing a new Car variant or model, 
because its product composition decreased the cost of production as being a small 
car, it would be built on the existing platform using the same segment technology, 
with only changes in design and component technology, but adding its share to the 
existing market share for the same company's B segment share. Thereby, eating 
into some of the competitor's market share from the total market share of B 
segment. 
While some favored Broad Differentiation, in totality, as they too wished to add a 
new face lift to the existing B segment car, with changes in design, ergonomics 
and engine and also pricing. Adding safety and comfort features followed by a 
more responsive, ftiel efficient engine, deigned as surpassing the Euro IV nonns. 
The car designed with ULSAB (Ultra Light Steel Auto Body) technology and 
having replaced conventional ftiel with multiple energy (hybrid) options. The car 
would be priced differently for the B segment but its operating cost shall make it 
more affordable differentiating it from the present competing offerings. 
5.6.2 Backward integration: Every interviewee mentioned the importance of its 
supplier development strategy particularly in temis of its system of procurements 
and efforts in developing its first tier suppliers in its proximity and upgrading their 
capabilities. These component suppliers are under the main plant's direct control 
towards establishing their operations and performance standards. The 
development of auto clusters by the car manufacturers involved equity investment 
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for vendor development and also promotion of technical collaboration with 
component suppliers. The key result leading to reducing the car company's 
production cost by the backward integration strategy. 
5.6.3 Forward Integration: Majority of the interviewees mentioned that nearly 
everyone had extended their value chain with forward integration with their 
dealers for both Sales and Service. As the product is highly technical and requires 
after sales service interaction for the entire life of the vehicle. Also the service 
levels required are of a standard set as per quality norms during the design and 
manufacturing specifications for the vehicle to be operating as per its intended 
operating efficiency. The forward integration is extended to car dealers for 
services also like financing, car insurance and for Maruti brand towards 
refijrbishing old car to be resold to a different customer segment too with the same 
brand name. 
5.6.4 Mergers and Acquisitions: The interviewees believed that merging with 
international and national companies is very useful. Their management style and 
practices, marketing and technological capabilities and their domestic markets 
experience learning curve would help the Indian car companies have some 
advantages like sharing the sharing the same maintenance teams, and decreasing 
overhead costs in R&D and advertising. 
5.6.5 Outsourcing: The interviewees believed that outsourcing be considered not 
as an alternative but integrative strategy as any car manufacturing company is 
basically a component assembly production enterprise, and generally focuses its 
attention and energy in producing and marketing cars, its core competency. But 
there exist a number of inter related processes which require specialized expertise 
and attention. So their existed good opportunities to outsource such activities like 
product designing, prototype tesfing, machine maintenance etc. They generally 
recommended outsourcing of those activities, also to avoid or cut costs on 
building resources not in line with their core competency. 
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5.7 Marketing Mix Strategies of Indian Small Car Industry 
Questions related to Marketing strategies followed by the car manufacturer, for 
their B Segment small cars was asked from the three car producers. The questions 
were directed specifically towards their Marketing Mix, i.e., Product Strategies, 
Pricing Strategies, Promotion Strategies and Place strategies. All the marketing 
mix strategies asked were for a specific car in their B segment which been selling 
for a long time and recently the company had repositioned all the three competing 
B segment cars with a new promotion, product and pricing strategy. Also the 
competitors marketing mix was asked from each. The source of infonnation was 
also supplemented after studying different secondary sources of infonnation from 
organization's documentation, marketing and promotion reports and reviews by 
car consultants, car dealers and advertising agencies. 
The data is presented separately for each car company in a summary of statements 
for the marketing mix strategies employed by the respective car manufacturer. The 
strategies are for the selected B segment cars on which the study is based. 
5.8 Marketing Strategy: Maruti Udyog Ltd. Car - Wagon R 
5.8.1 Product Strategy- The Wagon R , branded with R for Recreation, is based 
on the vei7 Japanese designing concept passing strict dimensional regulations for 
small cars, not being wide, hence liberating space by vertical, made the car look 
disproportionately tall, and hence the 'Tall boy design'. The cabin space being 
quite roomy, transfomis the rear seats turning into 2 full beds, if the front seats are 
moved all the way to the front. The boot space too accommodates quite an amount 
of luggage as the hatchback is nearly vertical. Beyond space it's ability to slice 
through traffic makes Wagon R easily maneuverable through city, mainly because 
of its low width, and little front overhang. The wheels positioning relative to the 
chassis gives the Wagon R an amazingly low turning radius making the car built 
purely to take on the urban traffic with ease. 
Comfort and safety features include a very effective HVAC. The Wagon R has a 
mono block built making it very safe and light at just 825 kg. This has much 
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influence on its overall dynamics and most importantly on the fuel efficiency. The 
car comes with a variety of trim levels. These include the LX (sans power 
steering), LXi (power steering), VXi (fully loaded) and the AX (automatic). The 
car is available with a 5-speed manual transmission and seats 4 (including the 
driver) comfortably. Wagon R is powered by the Maruti FIOD 106Ice four 
cylinder, sixteen valve, multipoint fuel-injected engine producing 64 bhp 
(47.7 kW) at 6200 rpm and 84 NM of torque at 3500 rpm. 
Wagon R is also offered with multi fuel versions, the LPG version, named DUO, 
runs on petrol as well as on LPG. The VXi (the top end manual transmission 
model) offers an electrically adjustable outside rearview mirrors which happened 
to be the first on any B-Segment car in India. Being light n weight gives a good 
acceleration. The car's fuel economy is in the range of 12 to 13 km/1 in city 
driving and 16 to 18 km/1 on the highway. 
5.8.2 Pricing Strategy - Wagon R is priced between Rs. 350,000 (LX) to Rs. 
485,000 (AX).Maruti Suzuki India has launched the New Wagon R between Rs. 
3.28 lakhs to Rs. 3.81 lakhs, ex-showroom New Delhi. The New Maruti Wagon 
R, with its launch has set to raise a price war in the highly competitive compact 
car segment, as Maruti Suzuki India has launched it with an aggressive pricing of 
Rs 3.28 lakh to Rs 3.81 lakh. The new wagon R showcases the advancement the 
company has made in research and development and the ability to adapt from 
global platfonns to Indian conditions. 
The Maruti Wagon R which is already the second best selling car in India after 
Maruti Alto, has been updated with all new generation features and a powerful K-
series engine, which makes it compatible to the BS-IV emission nonns. According 
to the company, the launch of new Wagon R is important to Maruti Suzuki for 
many reasons as it demonstrates the gi-owing research and development capability 
of the company. The Maruti India had invested heavily (Rs 290 crore) in the 
production of the new Maruti Wagon R. the new model has replaced the 
previous Wagon R in 13 Indian cities where the new BS-IV emission nonn has 
been implemented. The B segment car buyer has a higher purchasing power, 
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improved lifestyles. By increasing the product bandwidth, one can cross-deploy 
technology, share platforms, etc," That will be the new trend going forward as 
companies here increasingly broadbase and expand. The Zen Estilo, Wagon R and 
Swift—all products in the B segment—are available at Rs 3.3 lakh, Rs 3.7 lakh 
and Rs 4.5 lakh, respectively. Maruti is keen to bring down customer leakages by 
targeting almost every price point and value proposition between the A to C 
product segments. The need to not only get new customers, but also retain the 
existing ones is pushing car manufacturers to plug gaps in their product portfolio. 
The scenario is so competitive today that the pressure to convert a walk-in at a 
dealer showroom is extremely high. Manufacturers then have to have enough 
options on hand to make sure that the customer does not walk into a rival's 
showroom. This would lead to expand capacity. With a new engine series, and 
going in for new models, the existing models are repositioned." JD Power Asia 
has also rated Maruti cars for its durability, reliability and vehicle dependability. 
The new launch of WagonR was important to Maruti Suzuki as it demonstrated 
the growing research and development capability of the company. MSI had 
invested Rs 290 crore to bring out the new generation WagonR, developing it 
from the latest platform of the vehicle that was available in Japan. The car is 
powered by the BS-IV compliant 998cc K-series engine. 
Maruti Suzuki is confident that it will be able to maintain the status of the Wagon 
R as the second best-selling model, in small car segment in hidia after its Alto, 
despite increased competition from rivals like Ford, General Motors and Hyundai 
. The new Wagon R being more expensive than the old Wagon R, v.'hich was 
priced between Rs 3.23 lakh and Rs 3.7 lakh, still the new Wagon R, with its 
pricing and features, will be able to ward of competition in the compact car 
segment, where there are nearly 20 models in all. 
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5.8.3 Place Strategy- With competition intensifying, Maruti realized the 
importance of getting closer to its customers. It launched various initiatives to 
improve customer service. In 1999, Maruti established a chain of model 
workshops across the country under the brand name, Maruti Service Masters 
(MSM). These service stations operated by franchises became one-stop shops to 
meet all vehicle needs for Maruti cars. The MSMs offered maintenance sei^ vice, 
spares, accessories, insurance related services and took care of warranty claims. 
Maruti also set up Customer Call centers in the New Delhi, Bangalore, 
Hyderabad, Chennai and Mumbai. Incumbent and prospective customers could 
interact with the company through a toll free telephone number. Traffic on 
Maruti's interactive website, www.marutiudyog.com, which provided a wealth of 
infomiation and practical help to customers, increased three-fold by March 2002. 
Among the Indian car dealers, Maruti continues to be number one. With a large 
dealer network spanning all parts of the country, including some of the remotest 
and high terrain areas, Maruti has maintained a clear lead with its car dealer 
network. Maruti Suzuki which has a strength of around 800 dealer outlets spread 
in 500 plus major cities in the Indian auto market. The company intending to 
expand their dealership network by 200 taking the total number to 1000 by the 
2010 end. An estimated average monthly sales from these outlets were about one 
lakh cars and this increase in consumer has forced the company to expand their 
dealer network which will support to generate sales at the same time provide 
quality services. The company does not limit itself to being its dealer's base but is 
also aggressively adding new models to its existing family. Maruti believed it was 
important to provide customers a "one-stop shop" for automobiles and 
automobile-related products and services, in what it termed the "360 degree 
customer experience". In mid-2001, Maruti started offering its leasing and fleet 
management services to corporate clients under the "Maruti N2N" brand. Brand 
management, business development, maintenance, risk underwriting and fleet 
management operations were the responsibility of Maruti. But the services of four 
key alliance partners were used to operate the business: the financier, the dealer, 
the insurer and the car rental agency. The financier conducted initial credit 
assessment, provided funding, took residual value risk and was responsible for 
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collections. The dealer maintained the cars and provided other value-added 
services such as valets and emergency assistance. The insurer provided vehicle 
risk underwriting. The car rental agency provided replacement cars if and when 
necessary. Maruti earned fleet management rental fees from the client and a 
business development fee from the financier. This leveraged the dealer as an 
extension of the car manufacturer's value chain downwards with not just sales and 
service but in providing other end user solutions like financing and insurance as 
well as selling refurbished cars. 
Car dealers play an important intennediary role in the promotion of brand equity 
and sale of a particular brand of cars, hi the process, they build up the reputafion 
and contribute towards the growth of the company's market share. In India, the 
role of car dealers was limited to a mere selling of cars that has undergone a 
substantial change in the recent times with dealers emerging as an important point 
of connect between the company and the customers for the cars. Car dealers of 
todays are expected to act as a catalyst to promote the sales of a car by providing 
query and personal selling . Also customers being provided with test drives and 
provided consultancy towards helping them select a car. 
Depending upon the brand and type of cars, dealer location ensures that the 
potential customers get the best of strategic advantages. The ambiance and the 
customer service are equally important, which Maruti ensures that its dealerships 
have maintain a level of standard set by the company, a dealerships are brand 
extension of the firm too. The customer should feel welcome at the car dealers 
place and the more a car dealer is able to generate that sort of feelings among his 
potential customers, the likelihood of car sales is to increase. 
Sales associate at the new car dealer's place should be able to understand the exact 
requirements of the customer and accordingly explain the traits of the car that 
matches his needs. In addition, s/he should understand the customer preferences 
and likings and the auto dealer should ensure that all such feedback is reported 
back to the concerned company that will help them to make the changes in the car. 
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if and where necessary, as is incorporated in regular trainings offered by Maruti 
for its dealer's sales for and technicians. 
5.8.4 Promotion Strategy - Wagon R was launched with an ad in the print 
media, projecting the car as spacious and comfort to ride with the Headline: 
"You like to stretch your legs when you think. It comes with first class airline-like 
reclining seats. Wagon R. As interesting as you are." The body copy followed: 
With fully reclining front seats and reclining rear seats, travelling in a Wagon R 
will feel like flying first class. It also highlighted other innovative features in 
Wagon R focusing on its spacious interiors, styling, technology, safety and 
comfort features. Wagon R communicated a number of advanced features like 
electronically controlled rear view mirror, a first among its category in B segment. 
It also has a 32 bit micro processor that serves added benefits for the car that 
helped raise its value. The latest version of the Maruti Wagon R also offered its 
customers the choice of running it on petrol as well as LPG. With the Baseline: 
Inspired Engineering. The brand building exercise was done by the ad agency 
Rediffusion. 
Maruti invested Rs. 15 cr as corporate advertising budget, in 2000 with Capital 
Advertising towards promotion, new product launches, up gradations and 
increasing competition. Along with communicating about cars, the corporate 
brand as well as the service promotion also featured in the promotion strategy. In 
a TV ad, Maruti projected its countrywide service network by depicting a situation 
where one could not find a restaurant in distant areas of Ladakh but could find a 
Maruti service station. Maruti used the emotional appeal to promote Wagon R. 
Another ad showed a girl crying after missing her bus. A man driving a WagonR 
invited her with his family members, and assured that she would definitely catch 
the bus. Finally, the car reached the bus and the giri happily met her fi-iend. With 
the re launch of the improved Wagon R , Maruti used Red FM, and Lintas Media 
Group through a media innovation to celebrate the launch of new Wagon R. The 
promotion strategy was aimed at creating path breaking brand communication 
campaign to have an impact on the consumer mindset. Since Wagon R was an 
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already well established brand placed high in the consumer mindscape; to 
communicate the arrival of the new Wagon R required the power of disruption to 
make an impact. And the promotion strategy created the highly noticeable 
disruption by re launching the "All new Wagon R" and thereby established the 
intended brand message. 
Maruti associated itself with motor sports as part of its promotional efforts. Since 
1999, it had sponsored Maruti Raid De Himalaya, India's longest, highest and 
most arduous motor sport raid. The Raid was listed on the international off-road 
rallies calendar of the Federation Internationale Motocycliste (FIM), Geneva, 
Switzerland. In 2001, the company also held a car rally—Autocross in Delhi for 
amateur drivers. The event was later held all over India. 
Maruti also launched driving schools across the country to promote the concept of 
safe and responsible driving. The social objective of providing training by 
qualified personnel, in simulators and test tracks, to teach drivers and making 
roads safe for Indian public. 
5.9 Marketing Strategy: Hyundai Motors India Ltd. Car - Santro Xing 
5.9.1 Product Strategy- Santro has been designed to win the hearts and minds of 
Indian customers. Santro Xing, was re launched in 2003 with customization as its 
USP. The design features high roof, (the tall boy design) for passenger entry /exit 
ease, along with more spacious look. A water resistant crucial engine control unit 
designed for ease of riding in waterlogged Indian roads. Stronger horns and 
durable air conditioners as customization for local needs. Besides Santro Xing had 
the other comfort and safety features like electric powered steering and front 
windows, rear door child lock and remote central locking, six airbags, active front 
head restraints and the highly-touted stacked rear light cluster with front and rear 
windscreen defogger. Santro Xing has 4 variant, Santro Xing AT, GLS, GL, GL 
non AC and GL Eco , all have metallic and nonmetallic options, and with prices 
ranging from 2.7 to 3.8 Lakh. 
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5.9.2 Pricing Strategy- Presently Santro is incorporating a price cut followed by 
sale promotion. There has been a new brand ilO introduced by Hyundai, as Santro, 
after nine years of launch, is facing its maturity stage in its PLC . The sales have 
stagnated and price war trom Maruti and with new launches like Chevy Spark 
from GM , have started eating into Santro sales. With the imminent launch of 
Tata's 1 lakh car in 2009. Santro is positioning a low priced flanking strategy, for 
B segment in future. Santro has .successfully managed to keep its market position 
by regular upgrades, product changes, re launches and repositioning. Ft has been 
consistent in delivering excellent quality and functional perfonnance through out 
its life. The brand is still a preferred upgrade for many middleclass car users. 
Santro with its current pricing strategy is also targeting potential Maruti Alto users 
( A2 segment), who can stretch a bit and buy a Santro. 
5.9.3 Place Strategy- Hyundai clocked fast expansion over the past 10 years to 
become one among the major car manufacturers in India. Today, it offers a total of 
54 variants of passenger cars, and cuixently has a 290 strong dealer network and 
580 strong service points across hidia, with fiirther expansion to 320 by 2010. Its 
state-of-the-art showroom and workshop facilities are designed at providing 
speedy and efficient customer service. Providing care and value to a customer for 
the time s/he spends at the showroom and also the marketing experience towards 
test driving and infonnation gathering for selecting a car. There exist extended 
customer services like car financing, insurance and car registration along with 
accessory customization facility at Hyundai Sales and Sei"vice centers. A major 
service extension for providing Hyundai customers with the convenience of a 
pleasurable and uninterrupted journey virtually anywhere in India is the 24X7 
Road Side Assistance program it provided for round the clock emergency support 
in the event of any mechanical or electrical breakdown and or traffic accident of a 
vehicle. 
5.9.4 Promotion Strategy- Santro being the Indian version of the successful 
Hyundai model Atos was promoted by Shahrukh Khan as the brand ambassador. 
The promotion designed by the ad agency Saatchi & Saatchi to ensure that Indian 
consumers develop a positive association with Korean car makers and also to 
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develop a corporate image for Hyundai. As cars being high involvement products, 
customers would make a choice looking on the maker, service support, spares 
availability, quality etc. The Zip plus drive promoted Santro experience as a new 
way of driving comfort, offsetting the criticism towards it, being an Ugly grimiing 
car because of the front grill and widely placed small headlamps in front. The tall 
boy design mitially positioned on the design aspect finally positioned Santro as a 
complete family car. The brand was targeting those Maruti 800 users who wanted 
to upgrade into the B segment. The target market was the 35-45 yrs middleclass 
Indians. 
Finally in 2003 the brand was repositioned as Santro Xing, the "Sunshine car" 
with new looks and also changed its target group from 35- 45 years to 25 -30 
years. Santro was slotted as the fii'st car rather than the upgrade as it wanted to 
appeal to the first time car buyers. For poisoning it for the young buyers, Priety 
Zinta was used as the brand ambassador the 'sunshine girf. Sunshme was 
communicating two intangibles: Freshness and youthful attitude. Tlie brand 
moving to a "Change your life, bring Santro (sunshine) in your life" positioning. 
The last campaign of Santro was highlighting the virtues of a Santro user. "Hum 
Santro wale hai" as smart and intelligent and was pitted against a similar 
campaign of Wagon R. Along with electronic medium print medium was also 
used and also publicity, bill boards, glow signs placed at strategic locations for 
improving visual appeal. Road shows done by Hyundai for effective promotion 
strategy and building the top of mind slot targeting intending car buyers. A 
nationwide service initiative campaign 'Always There, Because We Care', 
Hyundai Motor India Ltd, was organized for the third consecufive year in 2009 to 
promote the brand. 
5.10 Marketing Strategy: Tata Motor Car : Indica V2/ Indica V2 Xeta 
5.10.1 Product Strategy- Tata Motors launched the first indigenously developed 
compact car, the Indica. The model was displayed at the Auto Expo'98 . This car 
was partly designed and developed by Tata Motors, the original design being that 
of the French car manufacturer Peugeot. Over the course of time the Diesel 
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version was successful as agaist the petrol version. In 2006 Tata Motors launched 
the Indica V2 Xeta Petrol (Xeta) car as a refurbished version of its existing petrol 
car Indica V2 Petrol MPFI. Indica V2 Xeta, was launched as an extension of the 
Indica umbrella brand. Xeta was designed to offer better fuel efficiency at a 
competitive price, towards better meeting customers needs compared to existing 
market options. Through Xeta, the company intended to create a unique brand 
identity in the customer's mind for the petrol variant of Indica. The Xeta's "eXtra 
Efficiency Torque Advantage" was proffered as an answer to the market demand 
for fuel-efficiency at a competitive price with a potential to change Indica's image 
as a diesel car brand. Tata Motors offers 3 versions of Indica with 4 sub models 
each, i.e., 
Indica V2 - 1.4L Diesel (DLE, DLS, DLG, DLX) 
Indica V2 XETA - 1.2L Petrol (GV, GVE, GVS, GVG) and 1.4L Petrol (GLX, 
GLG) and 
Indicab - A low price car with same framework but less features & luxuries aimed 
at cab & contract transport business. 
Tata Indica Xeta was launched with a complete makeover changes in style, 
comfort, technology, safety, design, quality to performance. A sculpted 
evolutionary, yet very contemporary body made a bold styling statement with a 
2470 mm wheel base, and spacious interiors. It offered a sporty look with 
distinctive petal shaped headlamps, indented front fog lamps, body coloured 
bumpers, side mirrors and the characteristic vertically stacked tail lamp being 
unique in styling and offered improved visibility to traffic following. Offering 
best-in-class interior space with a two-tone coloured dashboard added to the 
quality feel of the cabin. Adjustable steering wheel, with ergonomic height 
adjustable driver seat & comfortable air conditioning with heating and demisting 
functions, and with power windows all round provided comfort to the new Indica 
Xeta. 
The car is powered by the internationally acclaimed power train - the new 1.4L 
Safire MPFI petrol engine. The Safire has a continuous variable cam phaser 
(CVCP) for improved drivability and fliel economy and a drive by wire 
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technology for accelerator pedal control. The engine is mated to a new cable aided 
gearbox with twin synchronisers for precise shift feel and quality. The Safire 
petrol engine in the Indica delivers 55 kW of power at 6,000 rpm and 114 Nm of 
torque at 3,250 rpm. Torque is also slightly up, with a maximum of 116 Nm 
available at 4,750 rpm. All versions of Indica feature a front wheel drive through a 
five-speed manual, cable-aided transmission, which uses twin synchronisers for 
precise shift feel and quality. The car has fully independent front suspension with 
McPherson struts and coil springs. The rear suspension consisting of a semi-
independent system with a Twist Beam, coil springs and gas-filled shock 
absorbers. This setup offered a ride that is supple without being overly soft, 
offering good handling for a compact vehicle. The driving experience is enhanced 
by the use of a hydraulically actuated rack and pinion power steering system. This 
new suspension system also effectively isolates noise and vibration, and offers a 
superior ride and handling quality. For better handling and safety and for 
providing more confidence while driving disc brakes are employed for the fi^ont 
wheels, while drum brakes in the rear. The parking brake is a lever type system, 
mounted in the console. It acts on the rear wheels to ensure safe parking in areas 
with acute slopes. Safety being the key characteristic of the new TATA Indica 
Vista which is designed to meet stringent European safety standards incorporates 
collapsible steering column, crumple zones for energy absorption in collisions, 
side impact bars for added protection and child safety locks on the rear doors. A 
high mounted stop lamp, as well as a rear window demister is added to aid with 
visibility in poor driving conditions. The car is equipped with airbags for the 
driver and front passenger, and also comes with ABS brakes equipped with 
Emergency Brake Distribution (EBD). Indica come with a standard 3 Years / 
100,000 km manufacturer's warranty, 3 Year / 75,000 km Service Plan as well as 
roadside assistance for 2 Years / Unlimited km included in the price. 
Subsequent product improvements i.e., engine capacity reduced to 1396 
cc,modifications to reduce fiiel consumption and enable better gearing and pick-
up, less fi-equent gear change and lower driver fatigue esp. in city-driving 
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conditions, improvements made in NVH, and one of the best torques offered in B 
segment. 
5.10.2 Pricing Strategy - The hidica is priced from Rs. 3.5 lakh upwards for the 
different variants. Tata Motors had adopted a competitive pricing strategy for 
Indica in both Indian as well as in global markets. Pricing of the Indica was fixed 
on the basis of norms prevailing in the B segment small car markets, hi 
international markets where Indica (Rover) competed with cars like Toyota or 
Ford. Prices offered by these competitors was instrumental in deciding Indica's 
pricing. While in India as Indica competed with other B segment cars like Santro 
and Wagon R, their pricing strategy was closely followed at price positioning the 
car. After repositioning the brand s Indica V2 and Xeta it translated its pricing and 
operating cost to a lower cost of ownership as Indian small car market being 
sensitive to both price and fiael efficiency so the nev/ Indica Xeta, a fuel efficient 
(an average mileage of 14 kmpl) and sub-Rs. 3,00,000 car was offered. In 
November 2006 when , Tata Motors launched a new 1.2-litre engine option for the 
Xeta, an introductory limited period discount of Rs 25,000 was offered. The new 
variant followed the reduction in excise duty (16 per cent excise duty vis-a-vis 24 
per cent for the petrol model with a 1.2-litre engine,) in the Union Government's 
Budget 2006-07. Pricing strategy also offered Financing options from Tata Motor 
Finance Ltd. -customized financing options offering customers loans of up to 90 
per cent from select financiers over a seven-year period with EMIs as low as Rs 
4,471 and extended warranty plans were the different pricing strategy by Tata 
Motors. 
5.10.3 Place Strategy- Tata Motors' sales and distribution network in India 
consisted of 720 dealer outlets which were supported by eight regional offices, 28 
regional sales offices and 38 sub-regional offices. Most of the dealers were 
exclusive dealers. Tata Motors' sales and distribution network in India consisted 
of 720 dealer outlets which were supported by eight regional offices, 28 regional 
sales offices and 38 sub-regional offices. Most of the dealers were exclusive 
dealers. The company had a presence at over 2,000 locafions in India, including 
after-sales and vehicle servicing outlets. The dealer network was supported with 
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training the workforce and service personnel for extending sales and after sales 
service to Tata cars. Tata Motors also extended forward integration of its value 
chain with dealers in providing Financing options from Tata Motor finance Ltd. 
customized financing options to potential customers, and with various banks in 
alliance with Tata Motors and extended warranty plans and also car insurance 
being provided at a one stop Tata Motors Dealer outlet. 
5.10.4 Promotion Strategy - Tata Motors had poisoned Indica as the (Indian 
Car), as "More Car per Car". FCB Ulka the ad agency was used and it created a 
larger than life feeling around the car. The entire strategy built around one premise 
- Indica as a car that had a lot more to it, which created the hope, and created the 
impact among car buyers. Along with television regional and national print media 
like HT and TOl was used to target the "more-car-per-car" scenario to a huge 
mass of people who were upgrading to cars. This resulted in the desired marketing 
result. After repositioning Indica as Indica V2 and Xeta ( eXtra Effifiency Torue 
Advantage), the developed product required XETA as a brand extension. The 
brand image of a petrol car which would offer more car per car. For differentiating 
itself it incorporated positioning in all the tree dimensions ie., fuel efficiency, 
comfort space and price sensitivity. 
To impact the launch the Indica V2 Xeta, FCB-Ulka created the campaign, with a 
communication plan using a rational selling message along with humour. Indica 
Xeta was planned by Tata Motors to take on the strong petrol offerings of Maruti 
(Alto) and Hyundai (Santro) and the brand name Xeta derived from the car 
engine that provided extra efficiency torque advantage. So the promotion was 
designed offering a car with a powerful fliel-efficient engine, ample space, great 
looks and an unbeatable price, the Xeta was truly a luring proposition targeted at 
the younger first-time car buyer. In line with the attributes of the brand, the 
creative brief was evolved to say that a car buyer must have a hole in his head if 
he did not purchase, or at least consider the Xeta If you still miss it... you gotta be 
dumb!" to create a new brand with a distinctive identity and a set of cool 
appealing to- the-youth values. Also sports and movie personality like Sania 
Mirza, Yuvraj Singh, Sourav Ganguly, Narain Karthikeyan, and Aamir Khan 
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were used to project Indica's sporty and distinct image. The media used were T 
V, Print and Internet. A new TV campaign designed, "You Gotta Be Dumb". Also 
campaigns involving consumers with "Win a Xeta Everyday" offer as a part of its 
"4 million Smiles offer" was used as promotion strategy to position the brand. 
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Chapter-6 
CONCLUSION AND 
RECOMMENDATIONS 
Chapter 6 
Conclusion and Recommendations 
Chapter Outline 
This chapter summarizes the findings of the study under four sections. First 
section, 'Summary of results' encapsulates important inferences of the study. The 
second section, Tmplication" based on these conclusions, draws suggestions for 
the Small Car manufacturing companies to improve their strength of marketing 
strategies. The third part summarizes the conclusions of the second part of study 
and presents the conclusions as a "Strategic Model of the hidian Car Industry' 
,The third section draws out the 'Social concern' of the study and the final section 
'Areas for future research' describes the limitations of the study and proposes 
themes for future studies on this subject. 
Summary of Results 
The primary study revealed that intending car purchasers belonged to eveiy cross 
section of occupation group with people from private sector enterprises fonning a 
majority followed by the government sector and own business, indicating a growth 
in higher disposable incomes and new job opportunities in high paying service 
segments like Infonnation Technology, BPO/ ITES etc. Thus, concluding the 
growth of the Indian household income levels. 
It was also obsei'ved that for majority of the car purchasers this was the first car 
hence qualifying B segment as an entry level car for a majority of intending car 
purchasers while for a few it was an Upgrade car from the A segment or from 
older generation of cars. This can be an important finding for the car 
manufacturers to qualify the B segment car's positioning as an 'entry level car, 
and focusing on a huge two wheeler segment too, rather than only as an 'upgrade 
car from A level' and currently focusing on the A level segment. 
From among those intending customers, who eariier owned a car a majority of 
them had an A seginent car, with both product and service experience offered by 
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the car company, and were upgrading to a B segment car while a few were 
changing from an older generation car to a newer generation of car and felt B 
segment car the right level to enter. 
A majority of the customers intended purchasing a Wagon R followed by a nearly 
equal number of Santro Xing and Tata Indica. It remained interesting to probe the 
reason behind this, as many of them had already owned a Maiuti 800/ Omni and 
were upgrading so decided to remain loyal with Maruti brand, also recently the car 
had been repositioned and relaunched with added features, a new promotion and an 
alternate fuel option making it more economical hence reducing the cost of 
ownership. Many though favored the newly repositioned Santro Xing or the Indica 
V2 Xeta which was also newly repositioned and launched offering features earlier 
offered in luxury cars, so many customers wanted to experience a change too. 
Towards deciding the factor of time for a car purchase decision it was concluded 
that majority of the intending customers had already planned for a car purchase 
and had invested a serious amount of time towards information gathering from the 
different sources, compared the cars on feature, pricing, offerings and test driven 
them to have a feel of the car they intended purchasing. They were serious and 
were responding to the promotion of the car's re launch. So majority of them were 
at the final lap of the time frame towards car purchase and intended in purchasing 
the car within a month. While some were still of intending customer were waiting 
for some special offer or seasonal or festival offers, as had been an industry 
practice and intended purchasing within 3 to 6 months time. While those who 
planned to purchase after 6 months had just started their search criteria and 
planned to spend time exploring all the options available, they were also waiting 
for any new launch or maybe planning to purchase for an event like a gift for a 
maniage or an occasion by that time. 
The source of information gathered from the various sources put car dealers as the 
most important and vital infonnation source after picking up infonnation about the 
car fi-om mass media sources like Radio, T.V. Newspaper/Magazines, car company 
and auto websites. The role of friends and relatives who had made a car purchase 
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recently, was very valued towards deciding upon car selection. The conclusion 
being that the car companies should try to use a promotion strategy using all the 
available media mix to reach the intending car buyer. In trying to catch his/ her 
attention, differentiate their brand offering with more that the customers 
expectation at a very rational and economic pricing. The role of car dealership and 
sales outlet plays the most important infonnation source where customer is 
physically and emotionally associated with the product offering. Hence customer 
involvement with the brand offering must be incorporated in the promotion 
strategy, supplement their media mix strategy for brand promotion. 
The Indian car customer ranked comfortability, fuel efficiency and safety as three 
important parameters towards brand selection. The car which wars comfortable to 
ride as wells to drive was an important factor for a car buyer. Since Indian 
customer is a very discerning buyer and is highly cost conscious, the best fuel 
efficiency offered translated the car as the highest value offering. Safety, being the 
paramount concern for the customer and his/ her family as the next parameter. 
With safety features in cars like air bags, seat belts, head restraint, shatterproof 
windscreen, side and front impact bars, anti skid technology and electronic 
stabilization, crumple zone and collapsible steering and extensive R&D into crash 
and impact testing qualifying a car safe for travelling makes it a brand 
differentiator for purchase. 
The outcomes of the Chi square test confirmed the significant association between 
factors which fomied important purchase intention for a car brand. The dependent 
nature of the parameters that the customer considers as important for final car 
brand selection, also implies that Indian customer is interested in these three 
factors as vital for deciding on a car but the bundle of offering which go beyond 
the shortlisted car parameters and offered by car brands would only be value 
adding to customer delight in brand offering. 
With significance value towards a brand offering comfortable ride, cabin space 
fuel efficiency and safety car manufacturers must integrate the following features 
their car design which acts as a brand differentiator. 
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The outcome of the hypotheses framed towards proposing significant association 
between the twelve factors and purchase intention for a car brand concluded 
maneuverability not as a significant parameter for brand selection, as most of the 
cars had a low turning radius and were having power steering for ease of 
maneuverability in city driving, tight cornering and easy parking. 
But cabin space accounted for a significant factor for brand selection. All the cars 
repositioned offered larger cabin space. The tall boy design gaining a standard for 
easy of entry and exit in Wagon R and Santro Xing, wile Wagon R offered the 
cabin converting to accommodate a double bed space if rear seat split folded and 
front seat moved all the way to front. 
All the B segment cars being hatchbacks luggage space parameter was not an 
important brand differentiator towards intending car brand selection. To 
accommodate for extra space, in a small car, it was observed that generally a self 
assembled roof top carrier, as a car accessory, was attached to the roof, to 
occasionally haul extra luggage while going outstations. This practice was not for 
day to day city use. 
The comfortable to ride parameter for intending car brand selection was significant 
factor for differentiating between brands. It being concluded that big cars were 
synonymous with comfort, so the small car buyer looks for comfort as a 
differentiating factor if offered in a small car. As people using cars towards 
personal transport have to be sitting in it for a major part of their travelling time, 
comfort features as gas filled shock absorbers, and powerful air conditioning in B 
segment cars help in reducing fatigue. Ergonomically designed seats and easy to 
reach controls with clear road view incorporated in car design reduces driving 
strain. These features incorporated in product strategy offered by car makers, 
toward their marketing mix strategy is important for their brands sales. 
The durable/ ruggedness as a parameter for car brand selection was not significant 
as generally all cars are used in similar driving conditions and the roads 
infrastructure has generally improved over the last decade providing smooth and 
better metallic roads for fast and smooth traffic flow. 
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Generally all cars in B segment were generally used for personal transport and not 
for commercial utility purpose hence this too was not a significant parameter 
towards intended car brand selection decision. Although earlier Indica with diesel 
as a fuel option was extensively used for taxi and commercial utility purpose, but 
commercial utility vehicle segment has now shifted to bigger cars. 
After sales service although an important consideration towards car purchase did 
not appear as a differentiating factor towards intending brand selection as all the 
car companies offered service along with sales at their authorized service centers, 
maintained as per their standards. Also a large no of service centers spread across 
the entire country and the customer promised to be served even on road by a 24 
hour roadside assistance programs by the car companies, after sales service was 
not a differentiating factor. 
As all modem cars have upgraded to MPFI ( Multi Point Fuel Ignition) against the 
outdated carburetor technology and confirming to Euro III and Euro IV emission 
norms. The cars to be produced have to confirm to environmental regulations set 
by the Government of India, so it being imperative for cars to have advanced new 
technology added to its engine for more power and economic fuel consumption. 
Every car company improved upon its product building on improved product 
strategy offered to its consumers. Hence high technology parameter was not a 
significant differentiating parameter for car brand selection. 
The company image was also not a brand differentiating parameter towards 
intending car brand selection as all the car manufacturing companies exercised 
continuous and conscious image building programs using their promotion 
strategies and publicity events increasing their image visibility. Also they 
contributed to social concern and philanthropic events and occupied top of the 
mind, share among intending car buyers that the car companies were serious social 
contributors to the Indian society beyond just manufacturing cars. 
Fuel efficiency parameter was identified as a significant differentiating parameter 
towards guiding intending car brand selection as the Indian consumer segment 
which was being targeted for the B segment car was very value conscious and 
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placed a great importance to the value offering and the cost of this offering. He 
contemplated the overall cost of acquisition over the lifetime utility of the car and 
the cost of fuel the car consumed. This became more evident with the rising fuel 
cost and the option of alternate fuel technology like CNG and LPG for vehicles 
offering a cheaper running cost alternative to the economical Indian consumer. The 
companies should consider this as an important product strategy offering for the B 
segment customers. 
The parameter of safety was concluded as a significant differentiating factor 
towards intending car brand selection, as it was qualified as the paramount concern 
for the customer and his/ her family. With all cars of the B segment incorporating 
safety features for passengers like side roll bars, crumple zones and seat belts 
being the standard features. Also some variants of the three car brands had 
collapsible steering and air bags and ABS technology to avoid skidding in high 
speed. Seat belts, head restraint and shatterproof laminate windscreen were part of 
the standard offerings in B segment cars as per the safety norms set by the 
government. Many of the cars had their designed crash tested and also tested for 
different impact failures at the companies R&D and testing units qualifying a car 
safe for travelling makes it a brand differentiator for purchase. 
The environment friendly parameter too was not a significant factor differentiating 
intended car brand selection because of the government guided environment policy 
of Euro III and Euro IV compliant standards of fuel emission to be integrated in 
all cars manufactured irrespective of any brand. So it was a standard offering by all 
of the B segment cars. 
The paired comparison of the three car brands, comparing two at a time for each 
factor yielded the different factors which could have strategic implication for the 
car brand in the sense of ensuring that companies can position the cars on the basis 
of the factor which has emerged favoring the image of the car stronger and also 
against which specific competing brand. 
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6.1 Comparison between Wagon R and Indica 
The results of the hidependent t test, on the basis of comparing the mean 
differences, of different marketing mix and image factors between Wagon R and 
Indica revealed statistically the image of cars for the intending car buyer. 
There is no significant difference between the means of variable '"easy to drive" for 
Wagon R and Indica as both had power steering and the placement of their wheel 
provided a small turning radius providing ease in maneuvering the car in tight 
comers and ease in parking both. Even long hours of driving were free of fatigue. 
Both Wagon R and Indica were "easy to maintain"' as they both had experienced 
maintenance staff for after sales service at the company authorized service centers 
and were backed with Wan'anty in tenns of mileage as well as in time. 
"Sophisticated" and "Styling" were also not significant for both Wagon R and 
Indica as there was no significant difference between the means of their respective 
variables. Both the cars were relaunched with changes in their styling and 
repositioned with a sophisticated image makeover. 
The was significant difference between the means of variable "popularity" for 
Wagon R and Indica, with Indica being more popular than Wagon R. Also that 
Indica had been launched by Tata Motors much earlier than Wagon R in the small 
car segment. The brand name India Car (Indi Ca) also was an important feature for 
Indians as well as the company TATA being synonyinous with Quality product 
offerings differentiating Indica on popularity. 
The marketing parameters "spacious", was not a significant difference for either of 
the two brands as they were already positioned in the consumers mind, as the 
"Small Big Car" and "More Car Per Car". 
"Fuel efficient", "value for money, "environment friendly", and the parameter 
"sporty" were also not significant, on the basis of which an intending car buyer 
would base his purchase intention towards differentiating the two cars as both the 
cars had near similar features towards these parameters as the intending customer 
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perceived about their image and lience Wagon R or Indica had no significant 
difference of respective means relative to these parameters. 
"High technology" was the parameter where Indica had a significant difference 
over Wagon R as the means of the variable for high technology was found 
statistically significant differentiating the two cars towards intending purchase 
decision. Recently Indica V2 XETA (eXtra Efficiency Torque Advantage) was 
launched with marked improvement in its engine technology translating it into an 
advanced technology car. 
The results of the Independent t test, on the basis of comparing the mean 
differences, of different marketing mix and image factors between Santro and 
Indica revealed statistically the image of cars for the intending car buyer. 
6.2 Comparison between Santro and Indica 
There existed significant difference between the means of the variable "easy to 
drive", statistically between the Santro and Indica. Santro Xing being easier to 
drive than Indica as earlier Santro had positioned itself as Zip Drive with its USP 
as ease in drivability. 
The means of the variable for the parameters "easy to maintain", "sophisticated" 
and "attractive styling" were found statistically significant differentiating Santro 
and Indica on the stated parameters towards intending purchase decision. Santro 
had re launched itself with a complete new change design and front grill giving it a 
more sophisticated look compared to the earlier fi"ont grill bearing a "giimiing 
angry looking car". The "tall boy" design was also incorporated giving ease of an 
entry and exit in the car. 
The parameters "popularity", "fuel efficienf', "value for money", "environment 
friendly" and "high technology" were not significant in differentiating Santro and 
Indica. Both the cars were found to be equally popular among the masses, and 
were similar in the parameters of fuel efficiency and offered neariy same value for 
the money spent on their ownership. 
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The means of the variable for "spacious" and "sporty" were found to be 
statistically significant differentiating Santro and Indica on the consumer 
perceiving one car as more spacious to the other. Also one car was perceived 
having a Sportier image to the other. These factors being positioned by the car 
companies in their respective promotion strategies would serve as differentiating 
factors towards intending car brand selection. 
6.3 Comparison between Wagon R and Santro 
There is no significant difference between the means of variable "easy to drive" for 
Wagon R and Santro as both had power steering and hence " easy to drive" was 
not a differentiating factor towards intending purchase decision between the two 
cars. 
The marketing parameters which were statistically found significant, between the 
respective means for Wagon R and Santro, differentiating them from each other 
were "easy to maintain", "popularity", "fuel efficient", "value for money", 
"sporty" and "high technology". Hence it was observed that there existed a lot of 
difference in the intending customer's perception between the two car's image. 
Resulting in serious deliberation for deciding on select one from amongst Wagon 
R or Santro. 
"Sophisticated", "attractive styling", "spacious" and "environment friendly" were 
the parameters which had no significant difference between the means of the 
respective variables for Wagon R and Santro, indicating that both the cars could 
not be differentiated on these counts, and they were qualified nearly similar as per 
intending customers purchase decision. 
It was found that since car purchase involved^a large investment, bank or Car 
Company financing qualified as the most important source of car finance. The 
second being financed by employing company in case of both public and private 
sector employees. Personal savings, gift from relative and others fomied the 
remaining source by which cars were financed. 
The study moves on toward identifying the major predictor variables affecting the 
small car purchase decision. The four factors extracted by Factor Analysis worked 
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out to be the Marketing Mix strategy variables of Product, Place, Price and 
Promotion. 
Further subjecting them to coirelation analysis revealed that there exist significant 
correlations between the Marketing Mix variables and consumer's Car Purchase 
Intention. Also the significant roles these variables played in interacting with each 
other in shaping a customers car purchase intention was observed. Both 
significantly associated variables and non significant interactions too were 
observed. The following conclusions were evident from the findings of the 
correlation regression analysis. 
The study indicates that Price consideration has a significant positive impact on the 
car brand towards car purchase intention. This is because many hidian consumers 
are motivated at the special Price offerings and festival discounts coupled with 
financing offers by the car companies towards making purchase decision. The 
Pricing strategy offered by car companies acts as a purchase motivator towards 
quickening sales and attracting customers from moving to other company offering 
compefing car brands within the same segment. 
Place consideration was another factor having a significant positive impact on car 
brand towards car purchase intention. Car dealers influence on the customer and 
their buying experience is an important factor which gives customer a sense of 
satisfaction. The marketing experience at the dealer's showroom and the test drive 
impacts an influence the customer's perception about the car brand. Added to it the 
shorter the delivery time and the reassurance of after sales, quality service 
provided by car dealer's sales and service team qualifies towards a customer 
intending to make a purchase. 
Promotion consideration also has a significant positive impact on the car brand 
towards car purchase intention. The promotion mix has been instrumental in 
creating the right image of the car in the consumers mind. Along with infonnafion 
towards features in the car, the promotion strategy helps attach a personality to the 
brand which a consumer tries to associate and eventually builds an affiliation with. 
Finally s/he ends with either owning it or an alternate offering. 
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The study revealed that Price consideration does not influence Place consideration 
towards car purchase intention as nearly all dealers of any fixed car brand have a 
fixed list price of the product, (a mandatory car company's pricing policy). Also all 
accessories are comparatively priced at the dealer's showroom with the open 
market. Any value added service is also priced equally at the different multi dealer 
locations. So the customer does not consider price and place as common factors to 
weigh in a purchase intention for the same brand of car. 
A significant association between Price consideration and Promotion consideration 
towards car purchase intention was observed in the study. Promotion is a factor 
which influences the pricing of the car and all the different pricing strategies 
offered towards car purchase is communicated through promotion only. Thus 
promotion strategy incorporates timing of communication and effects of other 
elements for communicating changes in car pricing which has a direct competitive 
effect on the car brand sales. 
The study revealed a significant association between Place consideration and 
Promotion consideration towards car purchase intention. The intending customer is 
informed by promotion communication about the place (car dealer), a telephone 
number (call centre) for information or the virtual location (web address) for 
marketing experience of the car. The car dealer is place consideration in physical 
fomi, and marketing happens when the customer gets associated with the product 
by a test drive in which s/he feels and experiences the real product. Every query is 
attended to his/ her satisfaction, in real time at the dealer location satisfying a 
customer, helping in creating a perception about the car. Hence the importance of 
place and promotion consideration is strongly correlated towards car purchase 
intention. 
Finally to screening the effect of each of the marketing mix variables contribution, 
i.e., by what extent and in which direction towards the intending purchase decision 
they were responsible. All car brands were subjected to a stepwise multiple 
regression analysis to find the significant predictors from among the four 
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marketing mix variables, affecting the intending purchase decision for a specific 
car brand among the three B segment car. 
Place being at number one and having the highest effect towards intending car 
purchase decision among the other marketing mix variables. The Effect of Place 
i.e., Dealer's importance was found highest towards influencing the intending car 
purchase decision taken by an intending purchaser of small car while selecting any 
of the car in the B category irrespective of the brand. Also the marketing 
experience, test drive, dealer's affmity, association and dealer's knowledge about 
the car and the different stimulus in the fonii of financing and other added services 
are the key features on the basis of which a consumer selects this as an important 
marketing mix element towards his/her purchase decision and it helps lower his 
purchase decision anxiety gives him/her satisfaction and makes selecting a car an 
involving and pleasurable experience. 
Promotion being the second important marketing mix element which is the 
communication for the consumer towards his purchase intention. The image of the 
car and perception about the company's image is also created by the Promotion 
mix. The brand personality of the car is identified by the customer as associated 
with his/ her self personality. Also infonnation about the USP offered about a 
brand and communication about the other three marketing mix variables i.e., 
product, price and place are given through promotion only. So the right promotion 
mix is the second most important factor on the basis of which the intending 
purchase decision for a small car is made. 
6,4 Implication for Small Car manufacturing companies 
This subsection discusses the brand level results as well so as to suggest to car 
companies ways of improving their generic industry specific competitive strategies 
and linking them to segment specific marketing strategies. The three companies 
included in the study are all manufacturing small cars i.e.,Tata Motors, Maruti 
Suzuki and Hyundai Motor India Ltd. 
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Implications for car companies 
Car companies should create Marketing strategies specifically targeting Govt, and 
Private sector employees towards offering B segment cars as upgrades to their 
existing car or positioning it as an entry level car for this customer group. Since 
the employees are already salaried financing strategies could be negotiated with 
their employers. Thus a tailor made marketing strategy could be designed for this 
customer group giving them ease of buying a car with most of the operational steps 
already sorted out by the car company. 
hi case of those consumers who were buying a B segment car as an upgrade from 
their earlier car of the same company, they should be treated and offered some 
loyalty benefit, in the forthcoming purchase, to appreciate their associating with 
the company. This would extend the company goodwill and the positive word of 
mouth publicity shall be an economical and powerful medium of promotion by 
such customers who availed the loyalty benefit. 
The time value of purchase should be addressed by the car companies, and follow 
up of the intending customer done at regular interval, so that his/ her interest in the 
brand does not subside. Also some benefit must be extended for deciding to buy 
the car within a month's time. 
The promotions strategy should include all the medium and promotion and media 
planning should be done with the Agency handling the Promofion acfivity. Also a 
sizable budget needs to be allocated to have a regular media presence in all fomis 
to be in top of the mind slot of the consumer, for instant brand recall. Also 
promotion must be done in association with the car dealer because promotion at 
the point of sales has a positive effect and is very reassuring for the intending 
purchase customer. Also the association between Place and Promotion being 
highly significant was observed fro the findings of the study. 
A follow up with the recent car buyers must be done and they could be surveyed 
for friends and relatives who wished to purchase a car in near future. The data thus 
obtained from them, could be used very effectively for call planning and personal 
selling could be done to such prospective customers. 
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Car companies should integrate in their product offerings features of 
comfortability, fuel efficiency and safety and continually upgrade the features in B 
segment small cars, as these are the most important of features which an intending 
car buyer seeks in these cars. 
The product related strategy which shapes the consumer purchase intention 
towards a specific car brand were a car which had a lager cabin space, offered a 
more comfortable ride, offered a higher fuel efficiency and had higher safety 
features. These features need to be differentiating factors from the competing cars 
offerings. 
The product strategy offered by the car companies must incorporate ease of 
maneuverability as well as the car being comfortable to ride, a spacious cabin 
design and the car incorporating the latest technology for delivering value for 
money. 
The place strategy should incorporate ease of after sales service and low 
maintenance cost 
The promotion strategy should translate the image of the company and the brand 
value complementing the intending customers 
The price strategy should make the car easily affordable, by offering aid for 
financing for customer. The car companies should try to reduce the total cost of 
ownership of the car making it more economic to maintain and operate as well as 
being high on fuel efficiency offering. Also the car must be eco friendly to reduce 
the cost on environment and society. 
The three car companies are offered specific brand related suggestions as an 
outcome of the observations of inter car brand comparison in the study 
6.4.1 For Maruti Udyog Ltd (MUL) ~ Maruti Suzuki - Car (Wagon R) 
Wagon R needs to upgrade on its image, it is deficient in a "Sporty" image with 
respect to Santro Xing which appeals to the youth. Since Wagon R is trying to 
position its car as entry level car for the youth segment and young working class 
professionals. It should try to develop a Sporty image to its product offering. 
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The car should also tiy to differentiate itself on "High Technology" it loses to 
Santro Xing and also to Indica V2 XETA on this parameter too translating to a car 
buyers to opt for two "higher technology" car available as a competing brands 
within the B segment. 
Wagon R also is also less "Popular" in comparison to Indica and needs to do an 
image makeover exercise towards building on its popularity. So in all it needs to re 
align its Promotion strategy. 
6.4.2 For Tata Motors - Car (Indica V2 XETA) 
Indica needs to position itself as an "easy to drive" as it lags behind Santro on this 
parameter. 
Tata Motors should explore the reasons as to why Indica is differentiated as less 
on the parameter" easier to maintain" compared to Santro. 
Indica seems to be carrying over its image of the diesel taxi image it was popular 
with, when it was first launched, and this image needs to be changed because it 
was observed having a lower rank than Santro for the differentiating parameters of 
"Styling", "Sophisticated" and " Sporty" which is an image a young executive 
would look for in his entry level car. Hence Indica should work on its image 
makeover from a "commercial taxi image" of the car, towards trying to recast itself 
as a car whose appeal is for the segment it is trying to position itself for. 
6.4.3 For Hyundai Motors India Ltd. - Car (Santro Xing) 
Santro is favourably positioned in the B segment of small cars and was above 
Indica on all the observed differentiating parameters but it was found deficient in 
comparison to Wagon R where it was found that Wagon R was more "easy to 
maintain", "fuel efficiency" and " high technology", an important concern for the 
product engineering division, quality control department and Hyundai's Dealer 
service network, all over the country. Hyundai Motors need to look at the 
improvements in it its Product strategy to bridge the gap with Wagon R on these 
differentiating parameters. 
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Santro is also less on the "popularity", "value for money" and "sporty" image 
parameters compared to Wagon R and so an image building exercise needs to be 
done in its Promotion Strategy to recast its image for the customer segment it is 
positioned for. 
Moving from Brand related strategy upwards to marketing related Strategy. On the 
basis of the conclusions of the study, a general recommendation offered to all the 
small car manufacturing companies, that the most important marketing mix 
element which had the highest effect in shaping any customers intending car 
purchase decision was Place followed by Promotion. All car companies should try 
to they should to focus their attention to these two Promotion Mix and work on 
Place and Promotion strategy to differentiate their Product offerings too. 
Finally moving to Competitive Strategy at the Industry level it was recommended 
that all the competing car companies should opt for the Low Cost Differentiation 
Strategy as the Generic Marketing Strategy for Small Car Segment in the present 
status of Indian Car Industry scenario. 
6.5 Strategic Model Indian Car Industry 
This section is going to summarize the results of the research and present it in the 
form of a strategic model. As mentioned before that Indian Car industry is 
considered as a strategic industry and it holds a substantial amount of national 
investment. 
With the focus on the car industry for targeting to double its contribution to the 
National Income by 2016 as per the recommendations of the Automotive Mission 
Plan, an attempt is made to understand the strategic perspective it has set for 
achieving this objective. During the last five years there has been a tremendous 
change in the socio economic m.ileu of the Indian consumer who has grown 
prosperous with India. The market created a need, and the car companies filled it. 
Then came a temporary set back, with recession setting in worldwide. It had its 
effect on the exports and sales too, but the Indian economy braved it and India 
emerged stronger out of it. The next five years are expected to have a similar 
growth trajectory India experienced before recession. 
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By 2014 Indian economic scenario, extrapolating the present trajectory forecast a 
GDP growth of 6.6 % to 7% and a good monetary policy with inflation under 
control at 4.2%. A growth in the car industry achieving in producing about 2 
million with a CAGR (Compounded Annual Growth Rate) of 11%. With a 
vehicle density of 50 P/V (people per vehicle) from the present 100 P/V (World 
Auto Yearbook 2002). India shall achieve Mass motorization by 2014. Also with 
the opening up of the Indian economy, a number of car manufacturer have already 
set their plants or are in the process of setting their units in India, eyeing the Indian 
market. The rising price of oil and the global concerns for a cleaner environment, 
is turning car manufacturers in search of fuel efficient engines towards lowering 
the cost of ownership of car as well as searching for alternate fuel technology in 
their cars. 
The growth of the Indian middle class consumer with a need to buy a car or 
upgrade to the next car, a potential opportunity and at one end and the growing 
competition and enviromnental concern at the other end, It seems that considering 
these collection of change factors with contradictory effects, car companies have to 
think again about their strategies. They have to believe in a paradigm shift which is 
happening in the present and prepare a roadmap to take on the set objectives, with 
proper strategies to use the opportunities with their strengths and steering clear of 
the threats avoiding their weaknesses. 
In this research in a field study, by gathering expert's opinion, the researcher tried 
to customize a basic strategy model for a typical Indian car company. The basic 
model as shown in the picture had three main phases: 1. Situational Analysis, 2. 
Setting Strategic Direction and 3. Strategy Development. Following figure shows 
the stmcture of a generic strategy model extracted from literature. Modifications 
are characterized in "industry and competitive analysis", "evaluating company 
resources and competitive analysis", and identifying strategic options". 
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Fig. 19 : Strategic Planning Model Framework 
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6.6 Industry and Competitive analysis 
As mentioned before in Conceptual Framework chapter Thompson (7) suggests 7 
questions to be answered in this stage of situational analysis. 
Questions 1, 3, 6 were the research questions. The answers of research questions 
change this step in following way: 
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In question 2, Thompson explains Porter's 5F framework for the purpose of 
industry and competitive analysis. The first question to be answered is determining 
the limits of competitive environment. Whether it should be considered regional, 
national, or global? Since car industry is a national and intentional reach industry, 
other competing players competing within the same segment needs to be 
considered in its industry analysis. This characteristic is important especially in 
India which is a number of car manufacturers but three major companies 
competing in B segment, selling more than 85% of B segment small cars sold in 
the entire county So, a company's competitive environment border is influenced 
by the nature of car industry. 
Fig. 20 : Industry and Competitive analysis framework for Indian Car 
Industry: Porter's framework 
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Being a national industry with international market presence is one of the 
industry's dominant characteristics. Thompson (2003) in page 80 of his book has 
mentioned strategic importance of other similar characteristics. Considering the 
dominant characteristics of Indian Small car industry, the effects of them have 
been shown in Figure 20 
The result is Porter's five force framework with a few modifications. This 
framework can show a perfect static picture of an industry but it is not enough for 
strategic analysis. A company should think about the factors which change the 
competition structure. That is what is called Driving Forces. Six Driving Forces 
were identified by experts' consensus in previous chapter. The small car company 
must analyze the effects of these six driving forces on its competitive environment. 
So, these driving forces have been added to competitive and industry analysis 
framework. 
In question 4, Thomson discusses the strategic group mapping. He mentions that 
this analytical tool is useful for comparing the market positions of each firm 
separately or for grouping them into like positions when an industry has so many 
competitors that it is not practical to examine each one in depth. First when a 
company assesses its competitive environment deals with 4 to 5 competitors and 
needs not to use the advantage of grouping them. Second almost all companies 
appeal to similar type of buyers, depends on identical technological approaches, 
and offer same type of product (offering in same segment i.e., B segment within 
small cars) but differentiating in image , styling and features. Hence, there is no 
suitable and useful base for such a grouping. So, this part of analysis is not 
necessary for a small car company. 
Question 5 is related to identifying competitors' next strategic moves. For this 
stage, Thompson does not present a framework and makes some 
recommendations. One more thing that should be considered in Indian small car 
industry is the role market situation. As mentioned earlier there is an oligopoly in 
Indian small car market and three major car manufacturers holding more than 70% 
of market share. That required each car company's strategy being analyzed alone. 
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So, the researcher suggests a two level analysis of rivals to get a better and more 
comprehensive understanding of competitors' strategies. 
In question 7, Thompson asks company strategists to assess the industry outlook 
and decide whether industry and competitive conditions present and attractive 
business opportunity for the small car segment product line of their car company. 
What are the future growth prospects for this segment, effecting the company's 
growth and profit prospects. This outlook is shaped by factors which change the 
future of industry and of course the strengths of company to some extent. 
Assessing the strengths of Car Company will be discussed in next section. 
Ten factors gathered as driving forces, could be the starting point for this analysis. 
It should be considered that change factors are not limited to these factors (driving 
forces). These factors are general about the whole industry. Since for each 
company its competitive environment is determined individually, some new 
factors may be added to this list or their relative importance may change from one 
company to another. 
Previously mentioned in Data Anaysis Chapter 5, in order to evaluate company 
resources and competitive capabilities, the following questions should be 
answered: 
1. What are the company resource strengths and weaknesses and its external 
opportunities and threats? 
2. Are the company's prices and costs competitive in the B segment? 
3. How strong is the company's competitive position relative rivals? 
4. What strategic issues does the company face? 
The first question uses an SWOT analysis to gain a better understanding of a 
company's situation. The main source of information for identifying opportunities 
and threats is industry and competitive analysis explained in previous section. To 
detennine weaknesses and strengths, Thompson (7) suggests an assessment of 
company resources including skill and expertise, physical assets, human assets, 
organizational assets, intangible assets, and competitive capabilities. 
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For the second question, a strategic cost analysis should be performed. A strategic 
cost analysis involves comparing how a company's unit costs stack up against the 
unit costs of key competitors activity by activity, thereby pinpointing which 
internal activities are a source of cost advantage and disadvantage (7). So, the 
company needs a framework that makes such a comparison possible. This 
framework is the company's value chain. This value chain basically is the same for 
an industry with some variation from flrni to tlnn. The value chain of industry 
extracted from interviews and documents review is like Figure 21 . 
Figure 21 : Value chain of Indian car industry 
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The value chain differs from other industries mostly by its primary activities as 
well as supportive ones. Starting with the technological development and R&D 
activity to the supplier industry upstream (vendor/ component manufacturers) and 
the marketing, downstream (dealer/ sales and service) are all integrated in the 
value chain of the car industry; the value chain incorporates these support activities 
as well as they are of great importance for value delivery. Since car is a technology 
driven product with constant wear and tear during its use, after sales services are as 
meaningful for the product as its initial designing and assembly or production. This 
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gives the dealer network and service agencies as importance as engineering and 
production department or marketing activities and marketing departments. The 
very satisfaction towards service is a reason at times for a car brand being selected 
by an intending buyer. Details of operation inbound and outbound logistics is as 
depicted in Figure 21. 
In third question for measuring company competitive position, company, and its 
rivals should be assessed on critical success factors. This is a quantitative method 
in which each of company and its competitors are assigned a number between 1 
(very weak) to 10 (very strong). The weighted summation of scores shows the 
overall strength rating of them. These CSFs and their weights were determined 
through the study and are as following table items. 
Table 23 : Competitive Assessment Framework 
Item 
Suppliers 
Manufacturing 
Management 
Skills 
Distribution 
Marketing 
Weights 
0.32 
0.24 
0.17 
0.15 
0.12 
Target 
Co. 
Competitor 1 Competitor 2 
6.3 Identifying strategic options 
It is obvious that every company should have its own strategy which has been 
tailored to its specific internal and external circumstances. Although it's impossible 
to introduce one winning strategy to be followed by competitors, by some evidence 
the space of strategic alternatives can be roughly detemiined. This study is going 
not to present a specific strategy but a space which more feasible solutions in. For 
identifying this space as mentioned before Porter's 5 generic strategies and 
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cooperative strategies analysis were used and the results were presented in chapter 
5. 
From 5 generic strategies, the experts of the industry believed that overall low cost 
leadership should be followed. While one company stated as Broad 
Differentiation. Thompson (2003) mentions that this strategy is a powerful strategy 
approach in markets with many price-sensitive buyers especially in the B segment 
of small cars. The Indian car buyer is very selective for a car which offers him 
value with a lot of features but at a lower cost of ownership. He evaluates both the 
ownership as well and recurring maintenance cost and running cost towards 
making a purchase decision. 
Thompson counts following 7 situations as situations in which low-cost strategy 
works better: 
1. Price competition among rival sellers is especially vigorous 
2. The industry's product is essentially standardized 
3. There are few ways to achieve product differentiation that have value to 
buyers. 
4. Most buyers utilize the product in the same way 
5. Buyers incur low switching costs in changing from one seller to another. 
6. Buyers are large and have significant power to bargain down prices. 
7. Industry newcomers use introductory low prices to attract buyer and 
build a customer base. 
All the items are among the Indian Car industry's dominant characteristics. That 
means the experts' opinions correspond well theory. 
They also mentioned merging and acquisition by foreign companies as a way to 
achieving international markets especially due to expanding Indian car markets. 
Merging by other international car companies towards synergizing their 
management, marketing practices and technological capabilities. While 
outsourcing activities are integral to have better opportunities for cost reduction 
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and towards sticking to their core competencies. These strategies are described by 
Thompson (2003) as strategies which are more successful in mature industries. 
Since Car industry is a mature industry in India, again it shows correspondence 
between experts' opinions and theoretical framework. 
The question towards identifying the marketing mix strategies which the 
companies followed for their B segment car, was asked. The Product strategies 
followed for the B segment of Small Car manufactured by the company, and the 
Pricing strategy used for marketing the same. Place strategy and Promotion 
strategies were asked to identify the concentrated effort of the company trying to 
position its car vis-a- vis its competitor. Also the competitors marketing strategy 
was probed. For each car company's respondent the marketing strategy questions 
were targeted towards its leading brand in the B segment and all the variants were 
covered under the same umbrella brand. Each car company was analyzed 
individually for its marketing strategy. The analysis of the findings for this 
question was assimilated as Product strategy, Place strategy, Price strategy and 
Promotion strategy under individual Car Company. 
6.4 Social Concern of the Study 
The study tried to attempt at exploring the Marketing strategies followed by the 
Major companies in the Indian Car industry with special reference to small car 
segment. The objective of the study was to find the most optimum way in which 
car manufacturers positioned their cars and services in the minds of the customers, 
towards influencing them. It being observed that the relation marketing has with 
society, was of a cyclical nature. What market draws fi^om society is as important 
as what it returns to society, because the next time it shall draw would be from 
what it had earlier returned. So some observations regarding the importance of 
returning to society, which needs to be addressed, are mentioned. 
To fonn its marketing strategy, it is necessary for a firni to discover unfulfilled 
customer needs and bring market products that satisfy those needs. In addition to 
idenfifying the customer needs, the finn must also understand its capabilities and 
forces of the enviromnent in which it is operating. 
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Organizations make profit by using the human resources as their backbone. 
Employees spend a Hfe time in companies to make them profitable. It becomes the 
company's liability to give back to the society what they have drawn from. 
Meaning that all the activities the organization takes, including the marketing 
strategy should consider the impact it has on society. 
Since marketing and society impact each other in a cyclical fashion. When a car is 
launched in the market, its effect on society needs to be monitored and depending 
on the intensity of this effect the marketing mix should be revisited. This would be 
mutually beneficial for both the society as well as the company. 
Also, from the time a car is launched and introduced to the market, till the time it 
remains in market it has several impacts for the society, the positive as well as 
negative impact of the product on marketing and society should be observed and 
adequately compensated for. 
The result of compensating to society shall result in social responsiveness and 
responsibility of the manufacturing firms. Innovating newer technology in cars 
with lower emission, green and pollution free manufacturing plants, recycling and 
dependence on renewable energy source and a healthy and economically 
developed society with more resources to profit from. 
6.5 Future Direction of Research 
In the Indian context, little research has been done in the area of exploring 
marketing strategy liking it to a company's corporate strategy. The focus of this 
study was on Marketing strategies of major car companies with delineating to the 
small car segment and delimiting it to B segment cars in particular from among 
the three major car manufacturers. The topic of the research can be extended to 
study other car segments in the car industry. Also the scope of the research can be 
extended to other automobile, allied production / manufacturing industry too. 
Most of the research studies available on the same subjects have primarily focused 
on studying only from the company's perspective. This study looks at marketing 
strategy in car industry from the customer as well as the company's perspective. 
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Also the different marketing mix variables can be studied in more detail in terms 
of how the impact the intending customers purchase intention. This can be flirther 
established using some of the high level sophisticated techniques like Structural 
Equation Modeling. Research can also be carried out to examine the role of 
different service attributes extending the four P's further to People, Process, 
Physical evidence etc. and the interaction of Service strategy, since it is associated 
with the Place strategy, and has emerged out as an important outcome in effecting 
a customer purchase intention. In other words the manner in which the Marketing 
mix variables used in this study have been operationalised can be modified to 
consider the role of Service Mix variables too. 
From the point of view of customers intending to purchase, it is important to note 
that every episode does not carry the same importance or weight towards 
evaluation. There are many factors and bias operating so it cannot be an exact 
outcome but a representative outcome studied from among the respondents of the 
study. 
The study was covered in Aligarh, Gurgaon, Chennai, Pune and Jamshedpur. It can 
be replicated in other geographical areas and the results can be compared. Also the 
respondents other demographic variables like type of family, marital status, effect 
and involvement of family members in decision making and other variables have 
not been captured in this study. 
Future research should also investigate whether different marketing strategies are 
appropriate for specific market conditions. Also business strategy researches 
should refine theory and continue o investigate linkage between marketing strategy 
and business strategy. 
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ANNEXURES 
ANNEXURE-I 
Questionnaire for Consumer Survey 
City code- JAM/ ALG/CHE/ GUR/ PUN DIr. code M / T / . 
RESPONDENT DETAILS 
Cs# 
1. Occupation-Serving in 
1 . Govt. Concern 2. Pvt. Enterprise 3. Own Business 4. Any other 
2a. Is this your first car (Yes/No) 2b. If No w/hich car brand(s) do you own 
3. Please tell us the model you want to purchase? 
l.Maruti Wagon R 2. SantroXing 3. Tata Indica 4. Any other 
4. When do you want to purchase this car? 
1. in 1 month 2. 1 - 3 months 3. 3- 6 months 4. >6 months 
5. From which source (s) did you collect Information before deciding to purchase the car? 
1. Car dealer 2. Newspaper/Magazines 3. Radio 4. T.V. 5. Website 6. Friend/Relative 7Anyother_ 
6a. Given below are certain parameters. Please rank the three parameters in the order of your importance, in 
selecting the brand of car. 
1. 2 3 
6b. Rank each of the following parameters towards importance they have in selection of a car. 
(1: Most important, 2: Indecisive 3: Least important) 
1. Easy maneuverability in traffic conditions 
2. Spacious cabin 
3. Luggage space 
4. Driving comfort 
5. Durability 
6. Commercial purpose 
7. Serviceability 
8. Superior technology 
9. Image of manufacturing company 
10. Fuel Efficiency 
11. Safety 
12. Environment friendly 
7. Please rate these cars on a five point scale on the following parameters 
(5: Very Good, 4: Good, 3: Neither Good nor Bad, 4: Poor and 5: Very Poor) 
Statements 
Easy to drive 
Easy to maintain 
Sophisticated 
Attractive styling 
Very popular 
Having more internal space 
Fuel efficient 
Value for money 
Environment friendly 
Fun/sporty car 
High technology 
Maruti Wagon R Santro Xing Tata Indica 
. V '^hich of the follovi/ing w/as the source of finance for this car? 
1. Personal savings 2. Bank/ Car company finance option 
4. Gift from a relative 5. Any other 
3. Financed by employing company 
9. Please give your responses to the following statements, on a five point scale, towards you car purchase decision. 
Parameters are (5: Strongly Agree, 4: Agree, 3: Neither Agree nor Disagree, 2: Disagree and 1; Strongly Disagree) 
l.The customer has a choice of variants to select from 
2. The image of the car created by promotion is perfect 
3. The List Price of the car is just right 
4. The test drive and information provided were satisfactory 
5 The car is very comfortable to drive 
6. The free insurance and registration facility provided are customer friendly 
7. The discount and free accessories offered makes it easy to own the car 
8. The car is technologically advanced 
9. The latest safety features makes the car safe to travel in 
10. The financing option offered makes the car affordable 
11. The after-sales services facility provided are satisfactory 
12. Service provided at site and in multi cities across India addresses customer concern 
' 13. Minimum waiting time between car booking and receiving delivery 
14. Sales experience at the showroom was good 
Appendix- M 
General Information Respondent Related 
Company Name Name: Designation_ 
Location Department: 
Car industry experience 
1. Dominant Economic Features of Indian Car Industry 
R Ql : What are the Small Car market's dominant economic features? 
The Indian Car Industry differs significantly in its basic ctiaracteristics and structure. Tlie Small 
Car segment's, industry and competitive market analysis begins with an overview of the car 
industry's dominant economic features. It has several items. Some of them will be found through 
document study and the rest shall be found through interviews. 
Interview Questions: 
1. To what extent have car companies evolved by learning through competition, customer and 
exports? 
2. To what extent have competing car companies integrated backwards (component 
manufacturing) and/ or integrated forward i.e., (sales, service and marketing)? 
3. What socio economic changes in the Indian customers are leveraging demand? 
4. Are the benefits of vendor integration, indigenization and technology more than the cost 
incurred in their practices and R&D? 
5. Driving Forces of Small Car segment in Indian Car Industry 
R Q2: What are the major driving forces of the Small Car segment in the Indian Car Industry? 
All industries are characterized by trends and new developments that gradually or suddenly 
produce changes important enough to require a strategic response from competing firms. The 
most dominant factors which cause fundamental structure and competitive adjustments are 
called driving forces. While many forces of change may be at work in a given industry, no more 
than three or four are likely to qualify as driving forces in the sense that they will act as the 
major determinants of why and how the industry is changing. 
Interview Questions: 
1. What changes in the following areas may consider as a driving force: 
1. Economy 
2. Technology 
3. Infrastructure 
4. Social 
5. Political 
2. Please choose the 4 most influential Driving forces. Assume that you are able to look into 
future, a decade from now, what are the information would you like to seek? What are the 
most important unknowns? 
1. 2. 3. 4. 
6. Critical Success Factors of Small Car segment in Indian Car Industry 
R Q3: What are the Critical Success Factors of Small Car segment in the Indian Car Industry? 
R Q2: What performance measures can be used for evaluating the results of the Small Car 
manufacturing company? 
An industries Critical Success Factors (CSFs) are ttiose factors that affect industry member's 
ability to prosper in the marketplace- the particular strategy elements. Product design, style and 
brand attributes, pricing strategies, promotion strategies, place strategies, resources, 
competencies, competitive capabilities and business outcomes that spell the difference between 
profit and loss and ultimately, between competitive success and failure. CSFs by their very nature 
are so important that all firms in the industry must pay close attention to them- they are the 
prerequisites for industry success or, to put it another way CSFs are the rule that shape whether 
a company shall be financially and competitively successful. 
Interview Questions: 
1. Based on previously stated information which CFS's related to each of the following aspects 
are important in Small Car segment of Indian Car Industry? What factors determine the 
winners from losers in your market? 
1. Technology 
2. Manufacturing 
3. Distribution 
4. Marketing 
5. Research & Development 
6. Human Resource Productivity 
7. Suppliers 
8. Others 
2. Please choose 5 CSF's which are most essential: 
1. 2. 3. 4. 5. 
3. Which financial and non financial measures can be applied in order to find out whether a 
Small Car manufacturing company is successful company to it's competitor or not? 
7. Generic Strategies for Small Car segment in Indian Car Industry 
R Q7: What are the strategies which work well in the Indian Small Car segment? 
R Q8:? What opportunities are available for integrating the marketing value chain? 
Although a strategy is unique for its owner and there are as many strategies as companies. Some 
generic strategies can be identified according to the characteristics of the industry. 
Interview Questions: 
1. Which of the following strategies would be more effective in small car segment of Indian Car 
Industry? 
a. Overall low cost differentiation strategy 
b. Broad Differentiation strategy 
c. Focused low-cost strategy 
d. Focused differentiation strategy 
2. Based on your answer to the first question, which of the following strategies can be applied 
towards integrating marketing value chain and how? 
a. Backward integration 
b. Forward integration 
c. Outsourcing 
d. Mergers and Acquisition 
e. Strategic Alliances 
8. Marketing Mix Strategies of Indian Car Industry 
R Ql : What are the different Marketing Mix strategies of Indian Small Car segment? 
R Q5: What is the relative position of the company due to Marketing Mix strategies against its 
competitors? 
The Indian Car Industry's competitiveness depends upon the market share and the mindshare of 
its brands. Since the market is segmented for a specific customer base with a specified need and 
requirement criteria, each major small car manufacturer, targets this customer segment with 
products and services customized as per the consumer segment's needs. Its right mix of product 
strategy, pricing strategy, promotion strategy and place strategy tries to offer value for money 
keeping the customer satisfied and delighted. It tries to differentiate itself on both cost 
leadership and differentiation with the objective of winning in the market place. 
Interview Questions: 
1. What Product strategies are followed for B segment of Small Car ? 
2. What Pricing strategies are followed for B segment of Small Car ? 
3. What are the Place strategies followed for Small Car segment? 
4. What are the Promotion mix strategies followed for B segment of Small Car ? 
5. Which competing brand is the nearest competitor and what are the marketing mix 
strategies it follows. 
Appendix- III 
List of Interviewee 
Maruti Suzuki (earlier Maruti Udyog Ltd.) @ Gurgaon 
1 Mr. NakaNishi 
2. Mr.AlokParikh 
3. Mr. Pankaj Narula 
4. Mr. Capt. A Choudhary 
5. Mr. B.B. Parekh 
Managing Director, Maruti Udyog Ltd. 
All India Sales Head Maruti Udyog Ltd. 
Ail India Service Head Maruti Udyog Ltd. 
Service Zone Head Maruti Udyog Ltd. 
Production Head Maruti Udyog Ltd. 
Tata Motors (earlier TELCO (Tata Engineering and Locomotive Company)@ Jamshedpur, Pune 
and Kolkata 
6. Dr. V. Sumantran 
7. Mr. R. Pisharody 
8. Mr. S.B. Borwankar 
9. Mr. Vikram Sinha 
10. Mr. S.N. Ambardekar 
Hyundai Motors India Ltd. 
11. Mr. Han Woo Park 
12. Mr. Arvind Saxena 
13. Mr. R. Srinivasan 
14. Mr. S. Krishnan 
Executive Director, PCBUnit & ERC Jsr 
President, PCBU, Tata Centre ,Kolkata 
Head, PCBU, Jamshedpur Plant 
Head, PCBU, Pune Plant 
Head Manufacturing Operations, PCBU, Pune 
@ Chennai 
Managing Director and CEO 
Director, Sales & Marketing 
General Manager, Production 
Vice President, Commercial 
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